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Slower Sales, Tariff Question Arise 
to Plague American Watch Industry 


Domestic Producers Say | is unusual since it has been tra- 
'ditional among jewelers, who are 


Imports Hurting Defense firm fair-trade supporters, to 
‘ * maintain the same price through- 
Industry; Ike to Decide lout the year on all merchandise. 
Curcaco, May 7—The long-ail-| Elgin reports the premotion has 
ing American watch industry this boosted sales where retailers have 
spring and summer reaches qa cooperated. However, there have 


crossroads which may mean radi- 
cal changes in its present operat- 
ing structure. 

Not only is the entire industry 
casting about for a means to coun- 


teract a sales lag which has piled | 
up inventcries at the retailer level | 


since the first of the year, but the 
crucial tariff question will prob- 
ably be settled in the near fu- 
ture. 

How hard the industry has tak- 
en its business slump is reflected 
in the unusual promotional efforts 
being made by individual com- 
panies. These range anywhere 
from price-cut promotions to an 
intensive drive to educate the re- 
tailer in selling his jammed-up in- 
ventories to business men as pre- 
miums. There has also been some 
curtailment of watch production. 


a Efforts of individual companies 
to push sales and reduce inven- 
tory stocks show the following re- 
sults, according to a check made 
this week by ADVERTISING AGE: 
Elgin: This company, headquar- 
tered in Elgin, Ill., and one of 
the “big five’’ manufacturers, has 
had to curb production somewhat 
because of high inventories with 
jewelers. This has meant stagger- 


ed production and not complete | qucers, because of diversified ac- | 


shutdowns, as reported earlier in 
the week by the press, Elgin told 
AA. 


companies petitioning for higher 
import duties, blames the “flood- 
ing” of the American market with 
Swiss watches for the sales slow- 
up. 

Elgin has also begun a special 
“20% discount” promotion which 
is now in progress and will end 
June 5. The promotion in itself 


| 
Elgin, being one of the domestic 


|been instances of retailer resist- 
ance. 


The company launched its cam- 
paign in 165 newspapers and with 


‘ads in Life and Look, and says 


tie-in ads by jewelers have been 
85% to 100% higher on this pro- 
motion than on any other it has 
conducted. 


Hamilton: From its Lancaster, 
Pa., headquarters, the company re- 


ports that it has conducted no spe- | 
intro-| 


cial promotions, but has 
duced a rejuvenated line of Hamil- 
ton and Illinois watches which are 
slated to sell below Hamilton 
watch prices. Advertising and pro- 
motion is being built up to push 
this new low-price line at the end 
of the year, traditional best selling 
season in the trade. 

The company also reports a rash 
of distress sales and price pro- 
motions by individual retailers, 
but itself has taken no steps for 
price promotions of the kind used 
by Elgin. 

Hamilton, like Elgin, has been 
forced to slow down production, 
principally by closing all watch 
;}manufacturing departments for a 
'week during May and June. Ham- 
|ilton is still in a good profit posi- 
tion, like the other domestic pro- 


tivities and government defense 
| orders. 

| Both Hamilton and Elgin, inci- 
|dentally, have been importing a 
‘secondary line of Swiss watches 
‘in an attempt to stay in the com- 
petitive picture. 


Gruen: Although this company, 
|located in Cincinnati, admits that 
business is not as good as it was 
last year, it attributes this to the 

(Continued on Page 69) 


Suburban Living, Higher Incomes Influence 
Displays at National Premium Buyers Show 


CuiIcaco, May 5—The trend to- 
ward suburban living and luxury 
in the home played a dominant 
role at the National Premium 
Buyers Exposition this week. 

Summing up the viewpoints of 
exhibitors, Kenneth F. Curry, 
West Coast premium expert for 
Erwin, Wasey & Co., said there 
has been a “general upgrading in 
quality because people have more 
money and can afford better 
products.” 

Mr. Curry also noted that peo- 
ple in the premium business are 
getting wiser and are offering, as 
premiums, products which are 
selling well in retail outlets. 

“Premiums today,” Mr. Curry 
said, “are items that the house- 
wife really wants, instead of little 
gimmicks that just attract her at- 
tention.” 


s There was a general feeling 


among exhibitors that premium 
sales promotions are on the up- 
swing due to increasing competi- 
tion. The public, it was pointed 
out repeatedly, is being attracted 
more and more by an offer of 
“something extra.” 

Dolls, toys and other premiums 
for children were plentiful, as 
usual, and there was a _ record 
number of displays showing 
housewares. In line with the male 
population’s interest in  do-it- 
yourself and outdoor living, man- 
ufacturers were exhibiting more 
tools and fishing equipment than 
ever before. There also appeared 
to be a growing trend in the use 
of personalized premiums. 


s Speaking before the annual 
conference of the Premium Ad- 
vertising Assn. of America, Dr. 
Daniel Starch, president of Daniel 
(Continued on Page 63) 


Shumway Attacks 
Gallagher Report 


on Subscription Sales 


New York, May 6—The current 
“Gallagher Report” attacking 
“abuses” of door-to-door maga- 
zine subscription selling met with 
fire this week from Lowell T. 
Shumway, chairman of the Central 


Discover New Easy Method That Cuts SIMONIZING 
Time In Half—Win Money, Too! 


ORO cock for want 10 beet tinge 
© ROO wnch for nant 300 beet nee 
rae ete Ne re ee ny ey es 


Registry Bureau and v.p. and cir- 
culation director of McCall’s. 
Mr. Shumway described the re- 


SIMONIZ CONTEST—This ad was run in 


the May 9 issue of This Week Magazine to 
| eremete Simoniz Co.’s $10,000 contest in 
which contestants are asked to complete a 
limerick. Similar ads are running in First 
3 Markets Group, Life, Parade and The 
Saturday Evening Post. 


port, which states that last year 
nearly 6,000,000 subscriptions to) 
national magazines were obtained | 
“through questionable and sus-| 
pect” house-to-house selling, as) 
completely unauthoritative. 


Proxy Fight Waxes 
Hotter as Time Inc. 
Sues N. Y. Central 


New York, May 6—Time Inc. 
has entered the involved and 
widely publicized proxy battle 
being waged for control of the 
New York Central Railroad. 

_ Time Inc. this week started legal 
action for damages and a prelimi- increasing subscription sales and | 
‘nary injunction to restrain the urged magazines to do some 
/'New York Central from further | “housecleaning.” 
use of editorial material from the 
‘May issue of Fortune. The law 
suit is based on the railroad’s al- 
leged unauthorized use of a copy- 
righted story and editorial in the 
/magazine. 

The May issue of Fortune has an 


form of selling resulted in more 
and more lcecal nuisance ordi-'| 
nances against house-to-house 
sales. Such ordinances were passed | 
by 808 villages, towns and cities 
in 1952, while last year saw the 
passage of 904 ordinances. | 

Bernard Gallagher, negotiator | 
for the purchase and sale of pub- | 
lication prcperties, called on pub- 
lishers to make “new plans” for | 


a “The ‘Gallagher Report,’” Mr. 
Shumway said, “seems to be a 
personal document circulated by 
Mr. Gallagher without any pay- 
(Continued on Page 4) 


Impact of Auto Industry in Canada 
Stressed for Canadian Advertisers 


25% of Retail Sales 
Go to Auto Products, 
Ford Executive Says 


TORONTO, May 7—The impor- 
tance of the automobile—and auto- 
motive advertising—to Canada 
was dramatically described to the 
39th annual convention of the 
Assn. of Canadian Advertisers by 
T. J. Emmert, exec. v.p., Ford Mo- 
tor Co. of Canada. 

Three groups (motor vehicle 
dealers, garages and filling sta- 
tions) account for about 25% of all 
retail sales in Canada, he said. He 


pointed out that the motor manu- 


facturing industry is second only 
to the pulp and paper industry in 
size of payrolls and number of em- 


The report said “abuses” of this Ployes. Canadians spent more mon- 


ey through the three groups men- 
tioned than they did on food, and 
more than they spent on. clothing, 
furniture and appliances rolled 
together last year. 

The automobile industry was the 
biggest spender in national adver- 
tising in Canada, and Mr. Em- 
mert thinks it will “go on invest- 
ing more and more money in ad- 
vertising in the future.” He placed 
the total amount of national ad- 
vertising by all advertisers in 
Canada last year at $123,000,000 
in all media. 


= He acknowledged the service of 
Canadian advertising to the motor 
industry, which this year cele- 


(Continued on Page 72) 


'editorial on “The Sound and Fury | 


What Price Public Service?... 


| of Robert R. Young,” opposing Mr. 
_Young’s ambition to take control 
,of the New York Central, and 
|also an article titled “The Central 
Rolls Again.” 

| A week ago Mr. Young sent! 
‘telegrams to members of the Cen-! 
|tral’s board of directors, warning) 
them against publicizing the For-| 
tune editorial to the railroad’s 44,- | 
|000 stockholders. 


Financial Problem 


New York, May 6—How ex-| 
pensive true public service can be, 


; ‘illustrated than in the Army-Mc- 
® On Monday, the railroad ran a Carthy hearings. 
newspaper ad quoting from the’ (CBS Televisicn and NBC, the 
Fortune editorial and, “at approxi-| two networks with the healthiest 


(Continued on Page 69) sales in tv, are not spending any 


Last Minute News Flashes 
Mathieson Chemical, Olin Plan Merger 


NEw York, May 7-—-Mathieson Chemical Corp. and Olin Industries 
Inc. will effect a merger next week. Details will be released May 11. 
Mathieson, producer of industrial and agricultural chemicals, absorbed 
E. R. Squibb & Sons and Lentheric Inc. in 1952. Olin’s widely diversi- 
fied operations include arms and ammunition, paper and forest prod- 
|ucts, explosives, metals, cellophane and batteries. 


P&G Markets Dash in Cleveland and Boston 


CINCINNATI, May 7—Procter & Gamble has started selling its new 
condensed suds detergent Dash (AA, May 3) in Cleveland and Boston. 
Dash sells at the same price as other detergents, but is sold in larger 
packages. Advertising in newspapers and on television will break next 
week through Compton Advertising. 


Flynn to Become ‘Popular Science’ V. P., Treasurer 


New York, May 7—Ralph H. Flynn, publisher of Electrical World, 
a McGraw-Hill publication, will join Popular Science Publishing Co. 
as v.p. and treasurer in July. Fischer S. Black, editor of EW, will add 
the duties of publisher as well on June 1. 


for telecasters was never better | 


(Additional News Flashes on Page 73) 


McCarthy-Army Hearings Pose Big 


for the Networks 


money at all to present “live” 
coverage of the biggest news story 
of the hour in the U. S. Both net- 
works are covering the hearings 
with daily film highlights, but 
these are scheduled in the late 
evening at a time when no net- 
werk business will be lost. 

NBC started by carrying the 
hearings live, but stopped at the 
end of two days after spending 
$125,000—most of it to cover re- 
bates to sponscrs of daytime 
shows. This week, NBC _ back- 
tracked even further in New 
York, moving the daily film sum- 
mary from 11:20 p.m. (EST) to 
a post-midnight period, to accom- 
modate a local sponsor. 


= Most of the ccuntry would not 
be able to see the story of Sen. 
McCarthy’s battle with Secretary 
of the Army Stevens unfolded in 
its entirety were it not for the 
third-ranking (in sales) network, 
ABC. This network is spending 
more than $10,000 a day to bring 
live coverage to stations in about 
70 cities from Omaha to Houston 
to New York. Virtually all the 
cable costs are being paid by 


(Continued on Page 8) 
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Bernstein Urges Small 


Agencies to Pool Functions and Services 


PALM SPRINGS, CAL., May 4—' 
Many advertising agencies, pub- 
lishers, broadcasters and others in 
related industries are not doing 
nearly as well as they think, S. R. 
Bernstein, editor of ADVERTISING 
AGE, told members of the Southern 
California Advertising Agencies 
Assn. at their fourth annual con-. 
ference here last week. 

Directing his remarks to agency | 
men, he told them that if their 
billing hasn't grown by at least) 
60% since 1948, and by 300%) 
since 1938, they have lost ground, | 
and are actually getting a smaller | 
share of the market than in those} 
years. | 

Mr. Bernstein based his state-| 
ments on data relating to the na- | 
tional economy, and Pr tine Aral 
records which show that total ad- 
vertising volume in 1938 was $1,- 
904,000,000, and it increased by 
1953 to $7,803,000,000, an increase 
of 310%. For national advertising, 
the increase was 338%. 


= Since 1948, total advertising 
volume has climbed 60.4%, and) 
national advertising by 62%.) 
Agencies which have grown at the 
same rate as total advertising have | 
nothing to get excited about either; 
they’ve merely achieved par for. 
the course. 

Mr. Bernstein admitted the total 
number of agencies has grown | 
during the period discussed. A 
check of the 1948 Standard Ad- 
vertising Register showed listings 


and Medium-Size Ad 


of “over 2,300 agencies”; the 1953 
editions list “more than 3,000.” 
However, he said, AA’s annual 
compilation of advertising agency 
billings shows this is “another 
field in which the big get bigger, 
and the not-so-big face a harder 
and harder struggle for survival.” 


= The AA data shows that there 
are 1948 billings figures available 
for 40 of the agencies among the 
57 listed as having billings of 
$10,000,000 or more, in the 1953 
tabulation. These agencies in- 
creased their billings by 66.7%, 
which is better than the average 
for advertising volume as a whole. 

There are also comparable re- 
cords covering 1948, for 30 of the 
agencies in the $1,000,000 to $9,- 
000,000 category last year. Their 
increase was only 42.5%, consider- 
ably less than the over-all in- 
crease. 


= The steady growth of concen- 
tration of the advertising business 
occurs from the fact that more and 
more specialties and services have 
brought agencies to the point 
where there is a need for high- 
priced, top-notch authorities in tv, 
radio, research, display, merchan- 
dising, and many other fields, Mr. 
Bernstein said. 


PAINTER’S DREAM—A petite San Francisco model, garbed in original leisure 
fashions, sparks a new campaign for Pabco Products Inc. as the Pabco girl. She 
will boost Pabco’s line of paint, roofing and siding materials. 


BAB Lists Firms 
Offering Co-op 
Funds for Radio 


New York, May 6—Broadcast 
Advertising Bureau now lists 368 
manufacturers who offer ccop- 
erative funds for use in radio. 

This total was reached with the 
mailing of file cards covering 10 
more companies which are co-op 
prospects. National and regional 
manufacturers are covered in this 
list, which goes only to BAB 


“The ‘all-around’ advertising 
man scarcely exists any more, and | 
he has certainly ceased to exist in| 

(Continued on Page 74) 
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Kobak Hits Network 
Spot-Peddling and 


Control of Programs 


Cuicaco, May 5—Edgar Kobak, | 
president of Advertising Research 
Foundation—now dedicated to 
“bringing order out of chaos in ad- 
vertising research’’—has a lot of 
reservations about the way things 
are going in the broadcast media 
today, particularly in the net- 
works. 

Speaking before the Broadcast 
Executives Club here today, Mr. 
Kobak raised an especially quiz- 
zical eyebrow at (1) network spot 
operations and (2) the movement 
toward network control of tv 
shows. 

Mr. Kobak had two complaints 
about the growing interest of the 


That Godfrey's Terrific! 


A representative of WCAN, Mil- 
waukee, made this contribution to 
the discussion of ratings at the 
Broadcast Executives Club meet- 
ing: 

Recently, the station sponsored 
a program ratings study in which 
the (unnamed) research firm re- 
ported these ratings for the Ar- 
thur Godfrey radio show: 5.7 on 
Wednesday, and 5.8 on Friday. 

This was fine with WCAN ex- 
cept for one thing—due to trans- 
mitter trouble the station had not 
been cn the air on Friday. 


nets in participation and spot sell- 
ing. 

First, it might put the station 
representatives out of business, 
“in which case you're cutting 
down the number of salesmen who 
are out selling radio and tv.” 

A second complaint: “This thing 
of buying a spot here and a par-| 
ticipation there doesn’t provide | 
continuity.” 


#® Harking back to his days with) 
Lord & Thomas and the radio nets, 
Mr. Kobak remembered that “the 
reason radio got the jump on the) 
other media was partly that we. 
sold continuity. We insisted on a 
minimum of 13 weeks, with dis-| 
counts to encourage longer con- 


tracts.” 

On the recent tendency for NBC 
and CBS to assume a_ stronger 
“magazine-format” control of pro- 
gramming (AA, April 19), Mr. 
Kobak also had a recollection— 
that NBC had tried it for radio in 


/1934, and that it had been a mis- 


take. 

“If the advertiser and his agency 
only buy program participations 
or announcements, they tend to 
lose interest in making the show 
good, and keeping it that way,” 
he suggested. 

In an admittedly rambling assay 
of the field, Mr. Kobak also: 


e Complained of the habit on the 
part of radio sponsors—and the 
Broadcast Executives Club—to 
knock off for the summer: ‘‘When 
a company stops advertising dur- 
ing the summer, it has to spend all 
the money it saved to get its mar- 
ket back in the fall.” 


e Expressed “surprise” that nei- 
ther the advertising nor the broad- 
cast trade press have specialists in 
advertising research on their edi- 
torial staffs—and that the broad- 
cast trade publications don’t even 
provide an ABC audit of circula- 
tion—“only a Postmaster Gen- 
eral’s statement.” 


e Replied to an attack by George 
Jessel on the ratings system (AA, 
March 29). “Mr. Jessel didn’t like 
ratings because his were low. 1 
saw his show and decided the 
ratings weren’t far wrong.” 


e Announced that the Advertising 
Research Foundation now has 
$140,000 in the bank, and is raising 
another $100,000 to conduct a sur- 
vey of whether Starch, Readex and 
other print media research firms 
use “sound methods.” 


Star Bronze Names Swofford 


Star Bronze Co., Alliance, O.,| 
manufacturer of Zip-Strip paint) 
‘and varnish remover and other! 


paint products, has appointed Hugh 
Swofford & Associates, New York 
and Chicago, to handle its public 
relations and promotion. 


Etkes Associates Moves 

Asher B. Etkes Associates, New 
York, has moved its office to 6 E. 
39th St. 


member stations. 

Reports on each company are 
made on index cards. They give 
data on the cooperative advertis- 
ing setup, distribution of the prod- 
uct and the amount of the co-op 
budget available to radio. The 
cards also indicate the type of ra- 


| dio approved by the manufacturer, 


the company’s procedure for plac- 
ing radio, other approved media, 
the co-op calendar period and bill- 
ing procedures. 


a The 368 companies now listed, 
broken down into categories, in- 
clude: appliance, 81; cleansers, 
household items, paints, 71; air 
conditioners and heaters, 46; cos- 
metics, toiletries, drugs, 43; men’s 
clothing and shoes, 37; food, gro- 
ceries, beverages, 34; radios, tv, 
records, 28, and autcmotive, 24. 
Radio got most of its new co-op 
business in the last year from air 
conditioning and heating unit 
manufacturers. Most co-op ex- 
penses are split evenly by the 
manufacturer and local retailer, 
with each paying half of the local 


ing from 8¢ to $1 per case. Other 
manufacturers offer co-op allow- 
ances of from 5% to 20% of the 
total purchase price on the dealer 
order. 


DuMont Signs 3 Stations 

Three more stations have affili- 
ated with DuMont Television Net- 
work, bringing the chain’s total to 
214. They are KWTV, Oklahoma 
City, KGLO-TV, Mason City, Ia., 
and WKBT, La Crosse, Wis. 


| @ 
| a 
| 


ad costs. Many retailers get case 
allowances for advertising, rang-| : 
| Women will always look at femi- 
‘nine fashion—and men will al- 


‘of the Canadian 


Advertising Age, May 10, 1954 


Agency TV Men 


Are ‘Cautious’ 
About Color Plans 


NEw YorkK, May 4—“The time to 
start color television is this fall 
and the place to get the money is 
from management as extra money 
to insure that the company learns 
how to use the most vital new 
force in its history, and at once.” 


Prime Ingredients 


of New Pabco Drive: 


‘cies in television to find out their 


Colors, Pretty Girl _ 


San FRANcIsco, May i—Recipe: | 
Combine one large West Coast) 
paint, roofing and siding manu-| 
facturer, one advanced fashion de-| 
signer at Gump’s, one advertis- | 
ing agency, a petite model, trucks, 
canvas signs and a Los Angeles’ 
artist. 

Result: A highly coordinated 
promotion for Pabco Products 
Inc. to sell and promote the use of | 
the Pabco coordinated color line. | 

Pabco, with the help of Bris- | 
acher, Wheeler & Staff, the agency | 
which has handled its advertising | 
for 32 years, has entirely rede-| 
signed its advertising and mer-.| 
chandising plans for 1954 to dram-| 
atize its coordinated color system. 
The basic theme for the promo- | 
tion is Pabco’s ability, as the only) 
maker of a complete line of paint, 
roofing and siding materials, to 
coordinate a complete range of 
“fashion-right” color harmonies. 


m The campaign started with, nat-| 


urally, the creation of a Pabco girl | 
who will demonstrate how easy it | 
is to match Pabco color combina-| 
tions in paint, roofing and siding. | 

Painted by Ren Wicks, Los An- 
geles high-fashion illustrator, the 
Pabco girl “will always be dressed 
in eye-catching leisure clothes.’ | 
Her costumes for the campaign are) 
designed originally for Pabco by | 
Gibson Bayh, fashion designer for | 
Gump’s of San Francisco. 

“The feminine theme was cho- 
sen,” says E. W. Fish, Pabco v.p. 
in charge of merchandising, “in 
order to attain maximum impact 
and attention for the quick head- 
line message ‘Color-by-you: Paint 
[or siding or rocfing] by Pabco.’ 


ways look!” 


a The new campaign starts this 


month. A new “situation” will ap- 
|;pear each month, 


in full-color 
magazine pages and on 24-sheet 
posters. Pabco paint, Pabco Color- 
ok siding and Pabco Coloroof 
shingles will all be featured in the 
advertisements. 

A complete merchandising kit of 
tie-in material, to localize the ad- 
vertising for Pabco dealers, has 
also been prepared, including a 
spectacular full-size 9x20’ repro- 
duction of the current 24-sheet 
design, in full color, for display 
at the dealer’s store. A jumbo 
(8x6’) Pabco color canvas banner, 


‘|in red and yellow, is also avail-| 
|able to dealers. 


|| VCA Promotes Himmel 


formerly v.p. 
subsidiary of 
Vitamin Corp. of America, has 
been named VCA advertising di- 
rector. He has been with the New- 
ark pharmaceutical company since 


Martin Himmel, 


GEORGE STAUDT, advertising manager of it was organized in 1941. 


ineyland begins operations, 


Harnischfeger Corp., Milwaukee, has been 


nominated for 1954-1955 President of the Wallach Research Moves 

National Industrial Advertisers Assn. He is) 

a director of the NIAA Milwaukee chapter; M. A. Wallach Research, New 
York, has moved to new quarters 


and has served as v.p. and president of 
the chapter. ‘at 424 Madison Ave. 


This was Pat Weaver’s advice to 
‘agency men at the 36th annual 
Four A’s convention (AA, April 
26). With the NBC boss’ admoni- 
tion bouncing around Madison 
Ave., ADVERTISING AGE made a 
spot check of ten of the top agen- 


plans for adding color to the tv 
screens in the fall. 
AA found only one of the ten in 


\the proper frame of mind to be 


sold on the idea of having the cli- 
ent spend extra money to sponsor 
colorcasts within the next few 
months. The others, though fasci- 
nated with the thought of what 
color will do to sell a product when 
there are some people with sets, 
are making their plans primarily 
(Continued on Page 36) 


ABC-Paramount, 
Disney and Printer 


Plan ‘Disneyland’ 


HOLLYwoop, May 4—American 
Broadcasting-Paramount Theaters 
Inc., Walt Disney Productions, and 
Western Printing & Lithograph 
Co., Racine, Wis., have announced 
plans for the opening of Disney- 
land, a $9,000,000 project near An- 
aheim, Cal., by mid-summer of 
1955. 

The joint venture is part of the 

recent contract between Disney 
and ABC, which also calls for the 
producer to handle a series of one- 
hour tv shows on the network, 
starting next October. When Dis- 
the 
shows will emanate from there. 
Western Printing & Lithograph 
has been the exclusive printer of 
all Disney publications for the 
|past 20 years. 
_ Disneyland will be divided into 
‘different areas to be known as 
| True-Life Adventure Land, The 
|Land of Tomorrow, Frontier Land, 
Fantasy Land, Recreation Land, 
and Holiday Land. Liberal use will 
be made of such Disney cartoon 
characters as Mickey Mouse, Don- 
ald Duck, Snow White, Pinocchio 
and Peter Pan. 

The Land of Tomorrow is 
planned as an exhibit area in 
_ which space will be leased for 
‘companies to show _ scientific 
progress. 


New Book Explains Photo Art 


“The Airbrush Technique of 
|'Photographic Retouching,” con- 
'taining illustrated chapters on 10 
|retouch problems, has been pub- 
\lished by Macmillan Co., New 
York. Price of the book, written 
by Walter S. King and Alfred L. 
| Slade, is $9.50. 


Jahn & Ollier Elects Two 


| Raymond J. Rusk, a member 
of the sales staff, has been elected 
_v.p. and director of Jahn & Ollier 
|Engraving Co., Chicago. Donald 

J. Schoenau, also on the sales 
| staff, has been elected secretary 


‘of the engraving company. 
| 


Franshaw Appoints Agency 
| Lloyd S. Howard Associates, 
|New York, has been appointed to 
‘handle the advertising for Fran- 
‘shaw Inc., New York handker- 
chief manufacturer. Business pa- 
pers, consumer magazines and di- 
‘rect mail will be used. 
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Advertising Age, May 10, 1954 


Foundation Honors 
118 Retailers tor 
Backing Brands 


New YorK, May 4—Brand 
names were given their due last 
week as manufacturers and retail- 
ers assembled for the annual 
Brand Names Foundation dinner 
at the Waldorf. 

Retailer-of-the-year awards 
were given to 118 merchants with 
plaques and certificates given in. 
25 categories for outstanding pres-| 
entation of manufacturers’ adver- 
tised brands during 1953. The win- | 
ners, from 32 states and the Dis- 
trict of Columbia, were selected, 
by a panel of judges composed of. 
17 of last year’s top award win-,| 
ners. 

At a luncheon given by the} 
American Marketing Assn., Henry 


E. Abt, president of the founda- | 


tion, said: 


a “The combination of  trade- 
marks, national advertising and 
brand competition produces the 
buying confidence of the public, 
more pronounced in this country 
than anywhere else.” 

Award winners and their cate- 
gories are: 


Furniture 
Co., Toledo. 
Gasoline service stations—Walker's Es- 
so Servicenter, New Iberia, La. 
Hardware stores—Jackson Hardware, 
Durango, Colo. 

Jewelry stores—Basch's Leading Jewel- 
ers, Cleveland. 

Men's wear stores—Jas. K. Wilson Co., 
Dallas. 

Music stores—Stephenson 
Raleigh, N. C. 

Office Equipment and stationery stores 
-Maverick-Clarke, San Antonio. 


stores—Kobacker 


Music Co., 


Photographic stores—Camera Craft Inc., 


Cleveland. 
a stores—Hofheimer's Inc., Norfolk, 

a. 

Specialty shops (Class 1)—Myers Broth- 
ers, Springfield, Il. 

Specialty shops (Class I1)—The Boston 
Store, Inglewood, Cal. 

Sporting goods stores—Bob Zehentner's 
Sporting Goods Co., Dubuque, Ia. 

Variety stores—Jay Store Inc., Ridge- 
wood, N. J. 

Alcoholic beverage stores—Caruso’'s 
Wines & Liquors, Linden, N. J. 

Automobile dealers—Grand River Chev- 
rolet Co., Detroit. 

Building materials dealers—Johnson 
Cashway Lumber Co., Omaha. 

Children’s wear stores—Bon Ton Kiddie 
Shop, Manchester, N. H. 

Department stores (Class 
Bros., Philadelphia. 

Department stores (Class I1)—Lichten- 
stein’'s Inc., Corpus Christi. 

Drug stores (Class 1I1)—Cunningham 
Drug Stores Inc., Detroit. 

Drug stores (Class I1)—Petty's, Newark, 
N. J. 

Electrical appliance stores--Mort Farr, 
Upper Darby, Pa. 

Farm equipment dealers— Quality Farm 
Supply Co., Atlanta, Ga. 

Food stores (Class 1)—-Thorofare Mar- 
kets Inc., Pittsburgh. 

Food stores (Class II)—Richard's Lido 
Market, Newport Beach, Cal. 

In addition to reelecting Barry 
T. Leithead, president of Cluett, 
Peabody & Co., as board chairman, 
the foundation elected Don Fran- 
cisco, v.p., J. Walter Thompson 
Co., and James Hill Jr., president, 
Sterling Drug Inc., as vice-chair- 


men. 


1)—Gimbel 


Furniture 


YOU OUGHT FO MEE My ALI CR DEER 
a t = sere 


discovers the secret 
~ of Better Cooking! 


>» FAMOLS STAINLESS 
OSTEBL COOKWARE 
. addy a new hidden 
laver of (laminum 


STMALESS SFE COORMERE 
tate Bae 6 ION “Be 


COOKING SECRET—This page plus a column in the May 10 Life is serving to 

introduce a new line of stainless steel cooking utensils made by Lifetime Stainless 

Steel Cookware, La Grange, Ill. The b&w page has a coupon offering consumers 

a free trial use of the utensils for cooking a dinner party or a booklet on the cook- 

ware. The one-column insertion is aimed at attracting salesmen for Lifetime's direct 
sales operation. Clinton E. Frank Inc., Chicago, is the agency. 


_ New York, May 4—Dell Pub- 
\lishing Co. today ascribed its re- 
‘fusal to join the “ineffectual” 
‘Comic Book Assn. to its own 
“ironclad policy of publishing only 
‘wholesome comics books.” 
| In a statement issued because 
‘of the “unfair connotation” of the 
recent Senate subcommittee hear- 
ings covering comics books, which 
'Dell said tended to “degrade all 
comics books,” the publisher said: 
“When the association was first 
‘introduced, we, after thorough ex- 
amination, saw that Dell would 
be used as an umbrella for the 
‘crime comics publishers. Dell, 
along with these publishers, would 
display the same seal. We could 
not condone this inferior product.” 


a In New York, the subcommittee 
heard, among others, Henry E. 
Schultz, general counsel to the 
Assn. of Comics Magazine Pub- 


Chary of Association with Crime Comics, 
So Didn’‘t Join Comic Book Assn., Dell Says 


lishers, who said that the industry 
failed at self-regulation because 
of “the bigger and better publish- 
ers who didn’t recognize their re- 
sponsibility to stay with the or- 
ganization.” Mr. Schultz added 
that this group has set up a code, 
but that publishers had withdrawn 
'for a number of reasons (AA, 
|April 26). 

Dell, which publishes 30,000,000 
copies of comics books a month, 
said it uses “the most stringent 
self-censorship of its own com- 
ics of any media today.” It pub- 
lishes 90 titles, 
Disney’s “Donald Duck,” and oth- 
er Disney characters. 

Helen Meyer, Dell exec. v.p., 
called it “a disgrace that the 
whole of an industry which affords 
fine entertainment to children 
should be smeared because of a 
small part which is in bad taste.” 


Baltimore Transit 


| 


Riders Getting 10% 
Buying Credit Slip 


| 
| BaALtTrmore, May 5—A new way 
to get shoppers to use public 
| transportation—and at slack 
hours—is being tested out here for 
60 days by the Baltimore Transit 
Co. 

Riders on the company’s vehicles 
between 10 a.m. and 3 p.m. receive 
credit slips, which are worth 10% 


of the purchase price (up to $10) 
of some 25 articles or services from 
stores listed on the back of the slip. 
The slips may be used only on the 
day they are issued. 


# Transit Credit Slip Inc., headed 
by Edward M. Hanrahan Jr., is 
the promoter of the plan, which 
will be offered to transit com- 
panies throughout the nation when 
the Baltimore test is completed. 
“In a day of decentralized shop- 
|ping and parking-lot subsidies,” 
says Mr. Hanrahan, “public trans- 
portation companies and down- 
‘town specialty merchants have in 
common a threatening and in- 
creasing lack of traffic. As a pos- 
sible solution to this problem, 


Hard-Sell Ethics and Postal Service 
Spotlighted at Direct Mail Clinics 


Sen. Kefauver Lashes 
Postal Rate Hike Bill, 
Predicts Its Failure 


NEw YorK, May 5—Sen. Estes, 


| Chait Attacks ‘Bad Ad 
Practices’ at Chicago's 
First Direct Mail Day 


CuicaGco, May 7—Participants in 


_Kefauver today told 34 groups par-| a day-long Direct Mail Advertising 
| ticipating in Direct Mail Day here! Clinic sponsored by 19 Chicago ad- 
| that he considers the bill pending | vertising groups took time out 
|in Congress for postal rate in- from the classic question of how 
'creases “ill-timed and discrimina- | to get a mailing opened, read and 
tory” to commercial users of mail. acted upon to consider a couple 
The Tennessee Democrat, speak- of highly-important side-matters— 
_ing in the Hotel Roosevelt, said: (1) business ethics and (2) gov- 
'“The fact that business should not ‘ernment aid. 
/ask for unreasonable favors from | Lawrence G. Chait, director of 


government surely does not mean list research for Time Inc., and 


including Walt) 


‘that government should discrimi-_ 


nate against business; but there is 
good reason to. think that is exact- 
ly what would be happening to the 
commercial users of the mail if the 
postal bill now under consideration 
by Congress were to be passed in 
its present form.” 

He added: “This bill seems to 
me, and I believe it seems to most 
of my colleagues, to be both ill- 
timed and disciminatory. I doubt 
whether Congress will pass any 
substantial postal rate increases at 
this time, especially as to third- 
class mail, which in the last an- 
alysis is the poor man’s way of 
promotion.” 


= Even more dangerous, Sen. Ke- 
fauver said, is the proposal of the 
Post Office Department that rate- 
making be removed entirely from 
Congress and vested in the depart- 
ment, “subject only to general 
(Continued on Page 70) 


head of the Direct Mail Advertising 
Assn., sounded the ethical note 
when, in raising the question of di- 
rect mail’s role in a “hard-sell 
period,” he issued a roundup of 
“dishonesty, exaggeration and un- 
ethical practices” in current ad- 
vertising. 

Most of all, Mr. Chait criticized 
cigaret advertising. ““Who can esti- 
mate the degree to which incredi- 
bly bad advertising practice by 
virtually an entire industry has 
hurt all advertising?” he demand- 
ed. 


a “Possibly the widespread intro- 
duction of filter-tips will reassure 
cigaret smokers sufficiently so that 
over-all cigaret volume will not 
suffer,” Mr. Chait said. “But this is 
simply a case of product develop- 


/ment repairing the damage done by 


bad advertising.” 
Similarly, he hit the dentifrice 


(Continued on Page 71) 


TORONTO, May 6—Ad agencies 
can increase the effectiveness of 
their service to clients if the 15% 
commission is disregarded and ad- 
'vertisers are convinced that they 
should pay whatever is necessary 
to do the job. 
| This is the opinion expressed by 


jira W. Rubel of Ira Rubel & Co., 


Altoona Retailer 
Offers His TV Films 
to Other Retailers 


ALTOONA, May 7—An Altoona 
retailer is so sold on television as 
an advertising medium that he is 
|offering copy prints of his film 
‘commercials at cost to other de- 
partment stores. 
| The “good neighbor” in this 
story is George P. Gable, president 
of William F. Gable Co., who made 
his offer at a recent store-owners 
meeting in Atlantic City. He will 
repeat it this week at a tv con- 
clave staged jointly by the Na- 
tional Retail Dry Goods Assn. and 
the National Assn. of Radio & Tel- 
‘evision Broadcasters. 

In the latter case he will make 


WINNING RETAILER—James K. Wilson Jr. (center), of Jas. K. Wilson Co., Dallas, 

winner of the Brand Names Foundation’s retailer-of-the-year award in the men’s 

store division, chats with Barry T. Leithead, chairman of the board of the foundation 

and president of Cluett, Peabody & Co. The interested party at right is Robert K. 

Farrand, The Saturday Evening Post, which tossed a reception for the national 
award winners in New York. 


Transit Credit Slip Inc., with the, 
cooperation of Globe Ticket Co. his prints available to tv stations 
of Philadelphia, is preparing to|and through them to their local 
operate in every major community’ clients. 

in the country.” 


\a Mr. Gable films his television 
D-F-S Appoints Two ‘commercials in a studio in the 

J. E. Devine, formerly with! store, using as realistic store 
George A. McDevitt Co. and| scenes as possible. The announce- 
Marjorie Greenbaum, previously|ments are filmed without sound 
with Foote, Cone & Belding, have} and live commentary is added la- 
joined Dancer-Fitzgerald-Sample,|ter to show prices, department lo- 
New York. Mr. Devine has been | cation, features, etc. Mr. Gable 
named an account executive, Miss} wij] also make his audio scripts 
Greenbaum a copy supervisor. available to any retailer who 


wants them for adaptation to his 

Krull Joins ‘Good House’ own situation. 
Richard G. Krull, formerly on Mr. Gable says he made his of- 
_the sales staff of the National fer because there are so many 


|Business & Property Exchange, Los store operators staying out of tv 


Agencies Should Forget the 15% Commission 
and Charge Enough to Do a Good Job: Rubel 


Chicago, certified public account- 
ant, during an address today be- 
fore the Continental Advertising 
Agency Network convention. 

Mr. Rubel said that no compli- 
cated cost accounting is necessary 
to show clients what it costs to 
carry out their ad plans efficient- 
ly. 


a “An agency’s cost accounting 
problems,” he said, “are very 
much simpler than that of a man- 
ufacturing business. All you sell 
is your time. All that you need to 
keep track of is your time and that 
of your employes. The simplest 
compilation showing the hours 
spent on each account is enor- 
mously helpful. 

“If you know how much time 
you devote to each part of your 
work and to each client, you have 
the basis for securing the cost and 
projected cost of performing the 
services the client needs.” 

Mr. Rubel said advertisers, 
when satisfied with the services 
performed by agencies, are will- 
ing to pay fees in excess of the 
15%. 

Mr. Rubel said that small ad- 
vertisers are benefited by paying 
more than 15%. He pointed out 
that a small company does not 
have a research department, and 
that its agency should be paid 
'sufficiently to dig out the facts 


|necessary to advertise its products 
|in competition with those of large 
| companies. 


a “This is an era of big business,” 
Mr. Rubel said. “There can be no 
doubt about the fact that advertis- 


ers and agencies are getting big- 


|ger. Some advertisers spend $50,- 
/000,000 a year for advertising. 

| “Big advertisers, using high unit 
cost space, provide their agencies 
' with sufficient compensation from 
the 15% commission to afford the 


Angeles, has joined the Cleveland simply because they don’t have diversity and intensity of service 


sales staff of Good Housekeeping. good film commercials. 


(Continued on Page 62) 
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Shumway Attacks 
Gallagher Report 


on Subscription Sales 


(Continued from Page 1) 


the National Better Business Bur- and 92.33% 


year 
This,” he said, “is based on docu- and the cumule‘ive ‘gcod’ percent- 
mented figures from ABC records age has gone u» to 94.14%. 


published in ‘joint report’ issued 
since November, 


“The recor< 
1948, by the months as pu! ished in the joint 


for the past five years.) been 31,324 crew visits registered 


of the last two 


magazine subscription division of report is 90.32‘ good for February 


good for March. 


ment or request for such report eau in cooperaticn with the Cen- | April’s record has not yet been 
by the recipient. He gives his tral Registry of Magazine Sub-| published but ohn J. Burke, V-p. 
views cn matters he considers SCcription Solicitors sponsored by|of the Natior 1 Better Business 
important, and does not reveal the Magazine Publishers Assn. 


that he is the owner of a small 
‘field selling’ agency, World Wide 
Publications of New York. 

“Mr. Gallagher’s ‘blood and 
thunder’ statements about an in- 


dustry of which he is a small 
part,” Mr. Shumway said, “are 
completely incomprehensible. In 


our opinion, his ccmments on 
the publishing business generally 
might be considered something 
less than authoritative. 


number of subscriptions for popu- 


| 


| 


@ “Since Oct. 1, 1948, a coopera- | 


tive plan has been in effect where- 
by traveling subscription crews 


| Bureau, 


state: 


that April’s per- 


centage was 9. 64% good.” 


' 


‘Maury, Lee ‘as Amana Show 


| In a picture caption in its April 


have registered at better business 26 issue, ADVEi TISING AGE reported 
bureau offices and at the cffices of incorrectly that Ruthrauff & Ryan 
_participating chambers of com- is the agency handling Amana Re- 


merce and more than 500 such /frigeration Inc.'s 


sponsorship of 


chambers are now in the plan,” | “People Are Funny” (CBS). While 
‘R&R does handle consumer ad- 
“When the plan started, the first | vertising for Amana, Maury, Lee 
‘report, for October, November and & Marshall, New York, handles 
“The facts are that the total| December, 1948, showed 89.6% as the radio show. 


Mr. Shumway said. 


‘no complaint,’ cr ‘no serious com- | 


lar magazines sold at the present plaint,’ according to the rating of ‘Boston Agency Moves 


time by what the ABC calls ‘field the National Better Business Bur-| 
selling’ agencies is just about at eau. 


Since then, 


Maguire 


Acvertising Agency, 


cumulative Boston, has moved to larger quar- 


the same level as it has been every |through March, 1954, there have/|ters in Steinert Hall. 


read... [HE 
DES MOINES SUNDAY 
REGISTER 


(more than 500,000 copies) 
980,000 Read no other Sunday newspaper... 


1,310,000 


IOWA PEOPLE 


. . . as reported by the Advertising Research Foundation in its first 


statewide audience study of 14 Sunday newspapers circulating in Iowa. 


York 36, New York. 


For complete facts on where these people live, what 
they earn, what they own, see “A Study of The Des 
Moines Sunday Register Audience in Iowa.” For 
details on how to get your copy, write Advertising 
Research Foundation, Inc., 11 West 42nd St., New 


THE DES MOINES SUNDAY REGISTER 


...an "A" schedule Newspaper in an “A-I" market 
GARDNER COWLES, President 


Advertising Age, May 10, 1954 


Public service telecasting can be 


an expensive proposition, the 


nets have discovered. NBC lost 
$125,000 in sponsor rebates be- 
fore it quit after showing two 
days of the Army-McCarthy 
hearings. Anti-sponsor rule is 
obstacle 
Time Inc. got into the White- 
Young New York Central bat- 
tle with a legal action against 
the railroad for using in its ads 
an editorial on Mr. Young from 
the May Fortune. ...... Page 1 
Network spot selling and control 
of shows got scalding criticism 
from Edgar Kobak this week. 
He also scored the summer 
hiatus 
Color television hasn’t yet com- 
pletely charmed agency men 
either, AA found in a quick sur- 
vey along Madison Ave. Some 
felt NBC’s Pat Weaver was pre- 
mature in his advice to adver- 
tisers to “get into color tele- 
Vision Ts FO” ks kes 
Crime comics publishers, who 
might hide behind Dell’s good 
name, kept the publisher from 


joining Comic Book Assn., Dell 
insists 
Direct mail admen mulled over 
dishonest advertising and gov- 
ernment assistance as well as 
techniques of their own spe- 
cialty at a day-long clinic in 
Chicago and at a similar meet- 
ing in New York, where Sen. 
Estes Kefauver lashed out at 
postal rate hikes 
10% discounts on 25 different 
products and services in down- 
town Baltimore are being used 
to lure shoppers to use the 
city’s public transportation sys- 
tem 


Small orange crops this year forced 
the Sunkist Growers to lower 
its budget for Valencia oranges. 
This year the co-op group has 
slated more than $750,000 for 
the promotion 

Rube Goldberg contraption is the 
name E. F. McDonald Jr., head 
of Zenith, gives to the three- 
gun color tube. He predicts that 
the single-gun tube will make 
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“This is the kind we buy in the 
Growing Greensboro Market!" 
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PERSONAL PREFERENCES PREDOMINATE in the Greens- 
boro ABC Retail Trading Area — where 1/6 of North Caro- 
lina’s 4-million people accout for 1/5 of the state’s $3-billion 


in retail sales... 


ll along the competitive selling front — in 


food, furniture, apparel, automotive, jewelry, general merchan- 


dise, drug, hardware or lumber—the G 


rowing Greensboro 


Market consistently accounts for more than its snare of retail 


urchases . 


. .'Whatever your line of 


oods or services may 


e, you can rely on the Growing Greensboro Market to deliver 


a king-size selling job — especiall 
pa daily circulation of the 
ECOR 


D. .«. 


when you use the 100,000- 
REENSBORO NEWS and 


Only medium with dominant coverage in the Growing Greensboro 
ABC Market, with selling influence in over half of North Carolinal 


Sales Management Figures 


: GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 
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To 


sell more 


where more 


is sold... 


New York 17, N. Y. News Building, 220 East 42nd Street, VAnderbilt 6-4894 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 ¢ Los Angeles 17, Calif., 1127 Wilshire Boulevard, MIchigan 0259 


New York Sunday News 


Coloroto Magazine 
Chicago Sunday Tribune 


Magazine 


Philadelphia Sunday Inquirer 
“Today” Magazine 


To help you sell more where more is sold, First 3 Mar- 
kets Group offers you the FIRST Sections of the 
FIRST Newspapers of the FIRST 3 Cities of the 
United States. And in these Sections the finest Roto- 
gravure and Colorgravure reproduction assures you 
maximum package and product EY Edentification. 


In the compact, highly profitable metropolitan areas 
of the First 3 Cities, the family coverage of General 
Magazines, Syndicated Sunday Supplements, Radio 
and TV thins out. There is no substitute for First 3 
Markets’ nearly 2/, coverage of all families in these 
important, concentrated, far-above-average markets. 
To make your advertising sell more where more is 
sold...it’s FIRST 3 FIRST. 


¢ Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
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to increase sales...and decrease costs 


Albert R. Stevens, Advertising Manager, 
American Tobacco Company, says this 
about newspaper advertising: “For most 
consumer products newspapers are essen- 
tial to a well-rounded advertising plan. 
Their flexibility meets the needs of either 
national or selective local coverage.” 


Albert R. Stevens 


Published in the interest of all newspapers by America Tobacco Company 


Moloney, Regan & Schmitt 
Representing Newspapers Only 
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More Agencies place space in Thomas Register 
than in any other medium! 


10,801 ADVERTISER 


are now using 


40,406 ADVERTISEMENTS 
IN 1954 THOMAS REGISTER 


A New All Time High Record in the Industrial Field 


This record was achieved with the 
help of 1,601 Advertising Agencies. 


3—The paid circulation of T. R. includes more than 


1—Thomas Register Paid Clientele is not effectively 
60% of the total U. S. Industrial Purchasing Power. 


reached at moment of buying interest by any 
other Guide or other publication of any kind— 


| vealed 


'as fresh fruit, as compared with 


'for full-color back covers on The 


ABSENCE OF ADVERTISING FROM THOMAS 
REGISTER MEANS SERIOUS DEFICIENCY IN 
COVERAGE OF ANY INDUSTRIAL ADVER- 
TISING PROGRAM. 


2—Industry at large pays more subscription dollars 
per year for Thomas Register than is paid per year 
for any other Weekly—Monthly—Annual or other 
trade publication of any kind. 


'4—When they are purchasing minded and interested 
in available sources of any products, T. R. Paid 
Clientele as a rule refer exclusively to Thomas 
Register for the most complete picture of available 
sources for the product in mind—They have paid 
the substantial T. R. price to secure this particular 
service. 


5—Prospective buyers look in T. R. for descriptive 
advertising of the product in mind—Such adver- 
tising secures immediate prospective purchaser 
attention. 


T. R. READERSHIP ZERO  T.R. BUYERSHIP ‘}OO# 
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THOMAS @ 
REGISTER 


96% PAID CIRCULATION 


Thomas Publishing Company 
461 Eighth Avenue, New York 1 


Smaller Crop This 
Year Cuts Sunkist 
Budget to $750,000 


Los ANGELES, May 6—Sunkist 
Growers will again concentrate its 
advertising for the 1954 Valencia | 
orange crop in three main drives! 
during June, July and August. The | 
1954 budget of more than $750,000 | 
is down from last year due to a! 
smaller crop. 

The schedule calls for the use of | 
consumer magazines, daily and/ 
Sunday newspapers and supple-, 
ments, and medical publications. | 

According to Russell Z. Eller, 
advertising manager for the Sun-| 
kist co-op, the nutritional values) 
of fresh oranges will continue to 
be stressed. Sunkist has, for the) 
past several years, been pushing 
the merits of eating a fresh orange 
daily in addition to drinking 
breakfast juice. 

Mr. Eller says the campaign is 
making progress, citing a study 
made in August, 1953, which re- 
that 58% of Sunkist 
orange shipments were consumed 


47% two years previous. Impor- 
tance is attached to this fact be- 
cause the sale of frozen concen- 
trate has also been increasing, and 
it is felt that the total citrus mar- 
ket is being widened. 


® The first of the three concen- 
trated drives this summer will kick 
off the last week in May to herald 
the “new crop.” Covering a period 
of several weeks, the schedule calls 


Saturday Evening Post, full color 
pages in Parade, This Week Maga- 
zine, and pages in Household, 
Parents’ Magazine and the Journal 
of Pediatrics. 

The second drive, centered in 
July, has as its theme “weight 
control.” This schedule calls for 
full-color, three-fifths pages in the 
First Three Markets Group, Pa- 
rade and This Week, plus large 
space in Parents’ Magazine and a 
total of 85 newspapers in principal 
markets. 

“Back to School,” the third 
drive, which will finish early in 
September, will have a schedule 
similar to that for “Weight Con- 
trol,” plus the addition of a back 
cover in The Saturday Evening 
Post. Foote, Cone & Belding, Los 
Angeles, is the Sunkist agency. 


ROBERT WELBORN has been named man- 

ager of the Cleveland office of G. M. Bas- 

ford Co., in keeping with the agency's 

announced plans to expand activities in 

northern Ohio. He has been an account 

executive for the General Electric appara- 
tus sales division. 


Doherty, Clifford Boosts Quinn 

Donald H. Quinn, administra- 
tion head of the media depart- 
ment, has been named media di- 
rector of Doherty, Clifford, Steers 
& Shenfield, New York. Gerald 
Gibson, formerly chicf time buyer 
on the Borden and Pharmaco ac- 
counts, has been appcinted the 
agency’s head time buyer in the 
media department. William  E. 
Steers, executive v.p., continues as 
media supervisor. 


Montgomery Named Exec. V. P. 


Paul Montgomery, senior v.p., 
publications division, McGraw- 
Hill Publishing Co., has _ been 


named exec. v.p. of the division. 
His responsibilities remain the 
same. The change in title has been 
made to describe more accurately 
his functions. Col. Willard Cheva- 
lier remains exec. v.p. of all com- 
pany divisions. 


Dotted Line Names Ofticers 


Robert McClain of Haire Pub- 
lishing Co. has been elected pres- 
ident of the Chicago Dotted Line 
Club. Other officers elected are 
Raymond T. Risley, Clissold Pub- 
lishing Co., 1st v.p.; E. S. Mans- 
field, Advertising Publications, 
2nd v.p., and John Smythe, Geyer 
Publications, secretary-treasurer. 


Atkins to Leber & Katz 

James B. Atkins, formerly with 
Compton Advertising, has joined 
Leber & Katz, New York, as as- 
sistant art director. 


Stailllinp Ligne 


Retail Sales in the 13 county Rockford, Illinois 
trading area totaled nearly a billion in 1953*. 
As Rockford is 15th in Total Postal Savings 

in the US, Rockford people 
are not only spending in 
record amounts, but saving 
money as well. The 
Rockford Morning Star and 
Rockford Register-Republic 
cover this rich market more 
completely than any other media. 
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* Figures from Sales Management, 
Retail Sales $809,443,000. 


131,123, A.B.C. CITY ZONE 
441,222 A.B.C. RETAIL TRADING ZONE 
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ROCKFORD | 


BEST TEST CITY IN 
THE MID-WEST 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & *AAHONEY, INC. 
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q Dall of more than 87,000* 


per issue for the first quarter 1954 
over the first quarter 1953 


Highest Quarter Circulation in Our History, 


an Average per Month of ? Q0() 000° 
] 


(Coronet 


reaching more people for less money 


than any other magazine 


Cost per thousand: $1.67 


*Publisher’s Estimate, First Quarter 1954 
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NuSoft Campaigns in Ohio 

Harshaw Chemical Co., Cleve-| The Cleveland chapter of the 
land, has launched a five-week|American Assn. of Advertising 
campaign for NuSoft, all-fabric Agencies has elected Andrew B. 
laundry rinse, in newspapers, ra- Meldrum, v.p. of Meldrum & Few- 
dio and tv in the northern Ohio smith, chairman. Other new offi- 
market (Cleveland, Akron, Canton cers are Robert W. Dailey, v.p. and 
and Youngstown). The drive fol-|general manager of McCann- 
lows test campaigns for the prod- | Erickson, Cleveland, vice-chair- 


Four A’s Chapter Elects 


uct in Columbus, Dayton and Cin- man, and John F. Wilson, exec. 


cinnati. McCann-Erickson is the 
agency. | 


v.p. of Carr Liggett Advertising, 
secretary-treasurer. 


McCarthy-Army Hearings Pose Big 
Financial Problem for the Networks 


(Continued from Page 1) 
ABC. Several «f the stations are 
NBC and CBS basics which are 
giving up sponsor revenue to tel- 
evise this spec.al event. 


DuMont, whi-h is carrying the 


hearings on its owned-and-oper- 


ated stations in New York and 


—— 


These you will find here: skill, teamwork, expe- 
rience and unsurpassed facilities for color photog- 
raphy 


CHARLES F KUONI STUDIO 
Che Ploisgrephy- crime investigating committee, 


61 WEST ERIE CHICAGO 11 ¢ Telephone SU 7-4483-4 


Washington, says it is feeding them 
to about 10 other stations regu- 
larly. 

Before the sub-committee ses- 
sions started Sen. Karl Mundt 
(Rep., S. D.), aciing chairman, an- 
nounced that tv sponsorship 
would not be permitted. This was 
a departure from the precedent 
set by the so-called Kefauver 


which allowed Time Inc. to get 


hearings in 195! over ABC-TV. 


4, An instance of the problem 


sponsor credits on its televised | 


faced by the hardy band sstill 
carrying the hearings on tv is 
found in Chicagc, where WBKB, 
ABC’s o-and-o station, has a vir- 
tual exclusive (WGN-TV carries 
the hearings in the afternoon on 
days when no baseball games are 
going on). 

WBKB and the Chicago Sun- 
Times have teamed up to split 
the station’s loss of ad revenue. 
The operation is viewed not as 
sponsorship, but as “public serv- 
ice cost-sharing.” Both organiza- 
tions get mentioned in the sta- 
tion breaks, but without any com- 
mercial pitch. 

Sterling C. (Red) Quinlan, v.p. 
in charge of operations for 
WBKB, admits to being “pained” 
by the length of the hearings and 
his local sponsors’ reaction there- 
_to—but declares. categorically 


Copyright 1954, Notional Advertising Company 


NATIONAL HIGHWAY ADVERTISING DELIVERS YOUR 


N ATION AL 
Highway Advertising 


repeats your sales story 
15 times a month 


Expose your brand name, trademark and selling slogan to prospects about 15 times a month with 
NATIONAL Highway Advertising. According to surveys by National Quality Interviewers, Princeton, 
N.J., this high repetition can be obtained in trading centers of 100,000 and less, which represents 
70.6% of the U.S. population. Keep your brand name and dealer name constantly before your 
potential customers by including NATIONAL maintained highway signs with SCOTCHLITE® 
brand reflective sheeting in your sales promotion budget. Write to NATIONAL today for details. 


NATION AL 
Advertising Company 


WAUKESHA, WISCONSIN 
A Subsidiary of Minnesota Mining and Manufacturing Company 


19 Sales and Service branches serving the entire nation. 


MESSAGE TO THE MOST PEOPLE AT THE LOWEST COST 


Advertising Age, May 10, 1954 


that “if this thing last six months 
we'll stick with it.” 

The Sun-Times, however—now 
meeting half the $14,000-a-week 
lost-revenue cost—is far less ada- 
mant, is in fact committed only 
on a week-to-week basis. 

“Our general aititude is that we 
will stay in,” a Sun-Times spokes- 
man told AA. “But if the hear- 
ings continued for as long as six 
months, we probably wouldn’t.” 


® According to Mr. Quinlan, 
WBKB had originally planned not 
to carry the hearings, in spite of 
instructions to the contrary from 
ABC. 

“NBC had already announced it 
would carry the hearings, and 
there was no point in two sta- 
tions losing money,” he said. 

Then, when NBC dropped the 
hearings after two days, WBKB 
and the Sun-Times jumped in, 
“on the tail of tremendous re- 
sentment against NBC,” he ex- 
plained. 

Mr. Quinlan has his reserva- 
tions about the cost-sharing ap- 
proach to public-service telecast- 
ing, especially since the Senate 
committee has banned _ sponsor- 
ship. 

“Technically, if the Senate com- 
mittee wants to be honest, it 
should slap our wrist. I dcn’t 
think it will, though—it’s too em- 
barrassed by pressure from both 
the public and the tv industry. 
Instead, I expect a letter of com- 
mendation.” 


@ Meanwhile, a spokesman at 
WNBQ, the NBC o-and-o outlet, 
reported a “pretty strong” public 
reaction to NBC’s’ withdrawal 
from the hearings telethon. The 
station got over 600 calls cf com- 
plaint in the first 24 hours, com- 
pared with 35-50 calls per day 
while the hearings were being 
carried. 

“‘We feel we’re obligated to per- 
‘form certain public services—but 
also to stay on the air,” the NBC 
official told AA. 

Critics who have been watch- 
ing the daily telecasts in New 
York report that WABC-TV has 
been carrying spots at station 
/break time during the hearings. 
| Ernest Lee Jahncke Jr., ABC 
|v.p., thinks that the committee’s 
ban on sponsorship was not in- 
tended to cover station break an- 
nouncements. 


® Ted Bergmann, head of the Du- 
Mont Television Network, like- 
wise might have to reconsider the 
live coverage policy if the hear- 
ings drag on so long that interest 
wanes. He said DuMont plans to 
continue as long as it’s in the 
“public interest’? to present live 
coverage at a cost of “several 
thousand dollars a day.” 

If the hearings do continue in- 
determinately, Mr. Bergmann sees 
no reason why sponsorship within 
definite limitations should not be 
permitted. 

“There should be no commer- 
cials as such. But a magazine or a 
bank or another sponsor with 
fairly high public-interest ideals 
should be able to help us pay the 
cost,” he suggested. 


George Adds Philco Duties 


Raymond B. Georgé, v.p. of mer- 
chandising, Philco Corp., Phila- 
delphia, has been named to direct 
advertising activities of all con- 
sumer product divisions of the 
company. His new advertising du- 
ties are in addition to his mer- 
chandising responsibilities and are 
the result of a new Philco adminis- 
trative policy to increase coordina- 
tion between merchandising and 
advertising operations. 


‘News-Digest' Suspends 

The News-Digest, Meriden, 
Conn., five-day afternoon newspa- 
per, has suspended publication af- 
ter three years of operation. 
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Madison. From a desk on 


Madison Avenue all magazines have a 
superticial resemblance. A picture on 
the cover. So many pages. So much .- 
circulation. So much revenue. But when 
you know who buys them, how they 
are read and what their readers think 
of them —then the differences are strik- 


ing. Then you understand why adver- 


tising in The Saturday a rn 6 eS 
Evening Post carries i }6 a 
such impact. It gets to [ar maaan | 
the heart of America. ipa: Om 
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NEWSWEEK...currently at | 


now assures advertisers an 
75,000 over its guarantee’ 


NEWSWEEK....THE BEST BUY IN 
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1,000,000 circulation... 
saverage bonus of more than 


throughout 1954. 


—And more! With reader demand at an all-time 
peak, NEWSWEEK continues to deliver the same 
high-income, heavy-influence circulation that 

has made NEWSWEEK an outstanding marketplace 
for all types of goods and services. 


CALL YOUR NEWSWEEK REPRESENTATIVE today for full details on this stand-out advertising value. 


NEW YORK William Paulsen CHICAGO CLEVELAND LOS ANGELES PITTSBURGH 

Bryant 9-6700 Howard Taylor State 2-4104 Main 1-6917 Webster 8-5119 Atlantic 1-8289 

Charles Kinsolving, Mgr. a Terrell Howard Dodge, Mgr. Baylis McKee, Mgr. Robert Campbell, Mgr. Robert Saalfield, Mgr. 

pte — ven Waters = = Richard Rogers PHILADELPHIA ST. LOUIS 

John Cunningham BOSTON Ch nie ie * oe Pennypacker 5-1388 oo oe 

William Peltor Liberty 2-0021 . toh Jackson Trinity 2-1661 Gordon Hargraves, Mgr. Frank DeVine, Mgr. 

Cheries Mane William Wolf, Mer. aaattin ti Hoyt Metzger, Mgr. Richard Callahan SAN FRANCISCO 

jartin Livergood 

John Kelly BUFFALO William Phelps aaa — gy Yukon 2-2645 

Thomas Mortell Mohawk 2038 Joseph Wahler = a Nicholas Loundagin, Mgr. 
Edwin Hughes, Mgr. ~ 

. *1954 GUARANTEE: 900,000. i 


THE NEWS AND BUSINESS FIELD 
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The Problem of Cleaning Up 


“Hucksterism” has come to signify all that is bad in advertising. It 


% is a word that indicates the over-zealous practitioner who flouts the 


rules of good taste, thinks ethics are for suckers, and will go to any 
extreme to achieve something that he believes will result in a fast 
buck, or an advantage over a competitor. 

Everyone in advertising deplores the presence of the huckster, but 
very few people do anything about him beyond deploring his ex- 
istence and his operations. And, of course, it’s always someone else 
who is doing the huckstering operations. Never, by any chance, are 
those who deplore his activities guilty of the slightest suspicion of 
huckstering. 

The advertising business, of all businesses, should recognize and 
reward competitive activities, and should honor and respect the man 
or the organization which pitches up a new idea, develops a new 
merchandising concept, or figures out some method of stealing a 
march on competition. It ought never to become so “ethical” that 
initiative is stifled and competition gives place to a sort of gentle- 
manly give-and-take in which good, healthy competitive practices 
are in themselves labeled as hucksterism. 

But the real hucksters—the fellows who skirt the truth, take any 
shortcuts, and believe that the customer is a sucker who is supposed 
to be taken in—should certainly be eliminated from the business. And 
in his talk at the American Assn. of Advertising Agencies conference, 
Fairfax Cone pointed out how simple it is to eliminate them. Simply 
throw them out! 

The problem is really that simple. If the advertising business 
doesn’t want hucksters, all it has to do is throw them out—and there 
is nothing inherently difficult about that. By the very nature of the 
business, everyone in it operates right out in the open. The business 
is highly organized, and it takes relatively little effort to determine 
who the hucksters are and to establish effective curbs on their opera- 
tion. 

All it takes is a determination to do the job, and some basis for 
agreeing on what constitutes hucksterism and what does not. Un- 
fortunately, the normal observer gets the impression that the will to 
do something about the situation is far weaker than one might gather 
from the conversation which is devoted to the subject. 

Like the weather, everyone talks about it and no one does any- 
thing. But unlike the weather, here is an area in which a great deal 
could be done, if only someone would get around to doing it. 


How Much for Advertising? 


One of the questions discussed at the first regional conference of 
the National Industrial Advertisers Assn. in Pasadena a week or so 
ago was “How Much Should Be Spent on Advertising?” 

As might have been expected, the answer was not forthcoming. And 
no wonder. This is not a question which can be answered in general 
terms, any more than it is possible to say how tall a woman should be 
to make a perfect wife, or whether it is better to have your office on 
the south side or the north side of the street. It all depends on cir- 
cumstances. 

How much should be spent on advertising is a question which must 
be answered by each individual advertiser in the light of the peculiar 
problems of that particular company. And even in the case of a 
particular company, the answer is bound to be different one year 
from the next, and one product from the next. 

The ideal advertising appropriation is set up after careful con- 
sideration of all the pertinent and timely information which can be 
brought to bear. No formula, no set of percentages, no predetermined 
relationship to sales, past or anticipated, should be sacrosanct. A will- 
ingness to change—almost an eagerness to change—ought to be con- 
trolling. Not change for the sake of change—but change to meet the 
changing conditions which face the company and its competition. 


What They're Saying 


Job tor Admen 

What we have is a problem of 
distribution. In a sense this is 
nothing new. As we learned the 
arts of mechanized mass produc- 
tion, we had to learn the arts of 
mass distribution. The two were, 
and are, inseparable. In normal 
times they always had to grow 
and progress together. The diffi- 
culty today is that our skills in 
distribution, and our distribution 
system both suffered serious de- 
terioration during the long years 
of the sellers’ market—at the very 
time production capacity was 
mushrooming... 

The point is, of course, that we 


ground lost but build distribution 
strength up to a level matching 
our greatly increased capacity to 
produce civilian goods as well. 


of government orders. 

I believe that advertising has an 
extremely vital part in this task. 
Having had a long and close asso- 
ciation with advertising, I am not 
one of those who regard it as an 
economic parasite. I respect the 
power of advertising and I respect 
its practitioners as intelligent, hard 
working men and women. They 
are not, as some _ theoreticians 
maintain, high living hucksters 
devoting their time to a cross be- 
tween poetry and commercial 
adultery. 

When I think of advertising I 
think of it as the voice of Ameri- 


sive definition would minimize the 
function advertising can and 
should perform, and would im- 
properly narrow the responsibil- 
ity the profession should assume. 

Advertising leaders are the most 
articulate group in business. They 
are, therefore, the best equipped 
to communicate to the public the 
objectives of business and the 
values of its products and serv- 
ices... 


—James J. Nance, president, Packard 
Motor Car Co., speaking before the 
Milwaukee Advertising Club. 


Honesty Leads All 

Honesty is the most important 
basic requirement for success in 
this field—honesty of employer, 
employe, product, selling tech- 
niques, and advertising. It is the 
most important, and in a strictly 
moral sense, often the most rare. 
The greatest dishonesty of all is 


now must not only recover the, 


can business. Any less comprehen- | 


| 


And we cannot do it, as production change, whether to a new product, 
made its expansion, on the basis a better product or a higher stand- 


| 


the dishonesty of words. Sports-_ 
manship and gentlemanliness are) 
certainly subheads under this 
classification. 

The next most important re- 
quirement probably is individual- 
ity. Be original, bold, unconven-, 
tional. Make your store different | 
from any other store. Get your cus- 
tomers in there by different ways. 
Make your advertising individual. | 
Make new approaches to old prob- 
lems. Keep thinking constantly of 
new angles, fresh ideas. Observe 
closely people, events, objects. 
Take notes on them—even keep a_ 
diary. 

—Robert B. Johnson, sales promo-| 
tion manager, Merchandise Mart, Chi-| 


cago, speaking at Alpha Kappa Psi 
Career Day at Loyola University. 


The Changing Consumer 
It seems to me that we can’t 
effectively educate the consumer to 


ard of living, until we understand | 


the changes that have already been | 


| cerned. 


brought about within the consumer | 
himself. We can’t “sell” him, in 
other words, without having a 
pretty clear idea as to what he’s 
like today, what he thinks and 
what he wants. 

The better we know and under- 
stand the people who make up our 
markets, the more likely we are to 
be effective in our advertising and 
sales approach. And we can’t af-, 
ford to “fly blind” where human 
attitudes and desires are con- 


Advertising Age, May 10, 1954 


Rough Proofs 


Maybe the Courier-Journal and 
Times should explain to Arthur 
Godfrey and friends why Ken- 
tuckians usually pronounce the 
name of their metropolis Lowvell. 


A nice way io discontinue an 
agency connection is to explain 
that the advertising “is to be giv- 
en new orientation after a long 
period of friendly association.” 


Catalina swim suits, the ads say, 
“have been clinically designed to 
add here, subtract there, producing 
the ultimate in flattery.” 

Conducting that kind of clinic is 


nice work if you can get it. 


With the flattering results of- 
fered by Catalina, a young fellow 
who sees his best girl in a bathing 
suit still doesn’t find out every- 


| thing he’d like to know. 


“Fortunately, something has hap- 
pened in the beverage market in 
recent months that has made peo- 
ple take a second look at tea.” 

Wonder if it had anything to do 
with coffee production in Brazil. 


McCall’s is going after men read- 
ers on the theory that the whole 
family is interested in its living 
problems. 

But dad will be permitted to skip 
the articles on make-up and beauty 
aids. 


American Home has introduced 
an interesting change of pace by 
running a full-page ad in AA call- 
ing attention to a Good House 
study of magazine advertising im- 
pact. 


The Department of Commerce 
says that young married women 
are turning to household duties, 
but older women are joining the 
labor force in unprecedented num- 
bers. - * 

The older gals have passed the 
diaper and nursing bottle stage. 


Jules Alberti would like to see 
a federal testimonials commission 
authorized to certify a bona fide 


| relationship between the endorser 


—B. R. Donaldson, director, advertis-, and the product. 


ing and sales promotion, Ford Motor 
Co., speaking before the Hollywood 
Advertising Club. 


Mr. Francis, PR Man 

Aside from all this [about Gen- 
eral Foods’ 25th anniversary tv 
show],-we might mention a point 
that was overlooked in the cri- 
tiques of the program because it 
was part of the show, although it 
had nothing to do with the com- 
mercials. 

Clarence Francis’ introductory 
speech to the audience was re- 
laxed, human and certainly some- 
thing different for an audience 
that rarely catches a glimpse of 
the chairman of a large corpora- 
tion. He had all the ease and ap- 
peal of a top salesman making a 
pitch, someone who knows how to 
use every word—and he is a top 
salesman. This is a type of public 
relations that doesn’t have an op- 
portunity to flower except when 
you spend a million dollars. 

It seemed to us to be worth it. 


That would make every testi- 


| monializer a Man of Distinction. 
| 


“We have hucksters among our 
association and we should throw 
them out,” Fax Cone told the Four 
A’s convention. 

Who would like to be chairman 
of the thrower-out committee? 


The Herald-Tribune has just 
been awarded the F. Wayland 
Ayer cup for excellence in typog- 
raphy for the eighth time. 

Stand up and teke a bow, Mr. 
Bodoni. 


The writers of inspirational lit- 
erature for the young ought to be 
able to squeeze a few paragraphs 
of good cheer from the Kentucky 
Derby victory of Determine. 


—Publicity Record,” New York, 
edited by Jerry Leichter. 


Copy Cus. 
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The 
man with 


ALL 


inds of shirts! 


Rheop snakace morons de astere tor | 
Re shehesy be the Meee trons 


2 famons shistusshsrs 


When Philadelphia 
merchants have shirts or 
chamois to sell...and sell 
fast...they invariably select 
THE INQUIRER. Hence: 
THE INQUIRER is FIRST 


in retail advertising in 


America’s 3rd Market. And 


... FIRST in national adver- 


tising, classified advertising 


and total advertising. 


For THE INQUIRER 
has a proven record of sales 
performance — in every 
retail classification. If 
your goods sell through 
retail stores, your adver- 
tising belongs in THE 
INQUIRER. 


Retail Sales Top 
National Average in 


DELAWARE VALLEY, U.S. A. 


Retail sales among Delaware 
Valley's 1,250,000 families aver- 
age $164 more than the national 
family average. 


Che Philadelphia Prgquirer 


The Voice of the Delaware Valley, U.S. A. 


Exclusive Advertising Representatives: West Coast Representatives: 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. Dix FITZPATRICK & CHAMBERLIN FITZPATRICK & CHAMBERLIN 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bldg. 155 Montgomery St. 1127 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Michigan 0259 
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and more and more tamilies 
enjoy upper-income living. ... 


Years ago, only the boss could afford “‘the best” for his 
sons. For in those days, the boss was often the only top man. 


Today, business is much more complex. Whole staffs of 
management men now make the important decisions (and 
important money). And so these days many more men and 
their wives enjoy executive-size incomes than ever before. 


One magazine—TIME—has kept pace with this fast- 
growing audience of “‘best customers.’’ Most of the 
1,800,000 heads of TIME-reading families now hold 
important positions in business, government or in the 
professions. 


Why do so many busy men read TIME so faithfully? It’s 
because TIME brings them the story of a// the world’s im- 
portant news...it’s because TIME’s unique way of writing 
bites into the memory . . . it’s because TIME is packed 
with facts, really covers the news—and is enjoyed and 
remembered, even by the busiest men. 


TIME for America’s big / 


Now, more and more men 
have big-time jobs... 


and growing audience . 
of Best Customers . 
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Student Institute Picks 15 Pan Foundations; Revlon Prod-| 
The Student Marketing Insti-|ucts Corp.; Royal Typewriter Co.;| 
tute, New York, will present Key | Schick Inc.; A. G. Spalding & Sons; 
of Achievement awards to 15 na-| Wildroot Co., and Wm. Wrigley 
tional companies which the insti- | Jr. Co. 
tute considers most successful in| 
communicating their ideas and Capehart Boosts Rinkenbach 
product stories to the school and) Capehart-Farnsworth Co., Fort 
college market. The awards will, Wayne, Ind., has promoted W. H. 
be made May 24 at an all-day Rinkenbach to eastern division 
clinic in the Hotel Roosevelt, New | sales manager. He succeeds H. J. 
York. | Tait, who has taken a leave of 
The companies are After-Six absence. 
Formal Wear; Bates Fabrics Inc.;| 
Chevrolet Motor division of Gen- ‘LHJ’ Appoints Miller 
eral Motors Corp.; Colgate-Palm- | John A. Miller, formerly with 
olive Co.; Eastman Kodak Co.; the sales staff of U.S. Gypsum Co., 
General Foods Corp.; Paper-Mate has joined the Philadelphia sales 
Eastern Co.; Pepsi-Cola Co.; Peter | staff of Ladies’ Home Journal. 
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Zenith Head Calls 
Present Color Tube 
‘Impractic «1, Costly’ 


CHICAGO, Ma; 
gun color tube 
rent three-gu! 
Rube Goldberg 
ever was one”— 
to E. F. McDo 
of Zenith Radic 
to stockholders. 

Although th« 
tube is not ye! 
being worked ©: 
ufacturers, acco 
Donald. 

He said more 
today on the de. 
tubes than has 


4—A new single- 
ill make the cur- 

color tube—‘“a 
yntraption if there 
bsolete, according 
ild Jr., president 
Corp., in a speech 


single-gun color 
a reality, it is 
» by many man- 
ding to Mr. Mc- 


vork is being done 
elopment of color 
ver been done on 
any one produc: of the radio and 
television indus ry. The present 
color tube “is costly and difficult 
to build, and ii: many imperfec- 
tions make it ‘ e one major ob- 
stacle to develoyment of practical 
and economical! color receivers.” 


s Mr. McDonald said this is no 
secret in the industry, but it seems 
to be a secret that has been kept 
from the public. 

Mr. McDonald said that the pub- 


lic has been, and is being, kidded 
‘about the imminence of practical 


color television, and that there is 


‘only one concern in the industry 


that is urging the immediate intro- 


Elks can and do buy more than most 
magazine readers. Their family incomes are 
far above average. By their very fraternal 
nature they are inclined to give and 

spend liberally ...to enjoy life by living well. 
You'll sell more to Elks and their families 
when your sales message is carried in 

the one magazine they all own, welcome, 
read and believe. Cost per page per 
thousand is only $2.25. 


THE 


MAGAZINE 


‘duction of color 


New York « Detroit « Chicago + Los Angeles 


= 
Feotlins Miller & 


Hutchings 


INC. 


America’s 
FINEST 
photoengraving 
plant 


CHICAGO 1 


television with 
the present inadequate three-gun 
color tube—RCA. 

“It is my considered opinion 
that RCA would not now be 
thumping the tub for immediate 
introduction of color’ television 
with the three-gun tube were it 
not for the fact that the patent 
licenses under which RCA has col- 
lected enormous royalties from 
other manufacturers in the indus- 
try are about to expire,” he said. 


NYU Workshop Course Set 


The sixth annual retail adver- 
tising copy workshop, presented 
under the co-sponsorship of New 
York University’s school of re- 
tailing and the National Retail 
Dry Goods Assn., will be conducted 
at NYU’s Washington Square 
center June 7-11. A training pro- 
gram in advertising copywriting 
including lectures, discussions. 
field trips, etc., is planned. The 
|course is designed for advertising 
and assistant advertising man- 
/agers, sales promotion and fashion 
personnel, advertising artists and 
store owners and managers. 


Oster Launches Contest 

Oster Mfg. Co., Racine, has 
launched the biggest promotion in 
its history for its liquefier-blend- 
er. The campaign ties in with 
local baby contests run by dealers, 
in which Osterizers are given as 
prizes. Advertising is scheduled 
for Good Housekeeping, My Baby 
and Parents’ Magazine, plus busi- 
ness papers. Klau-Van Pietersom- 
Dunlap, Milwaukee, is the agency. 


Introduces Special Checks 

Bank of the Manhattan Co., 
New York, has introduced a spe- 
cial occasion gift check designed 
for birthdays, weddings and grad- 
uations, as well as one check in- 
tended as a general gift check. 
The checks come in a_ special 
folder, cost 25¢ each, and can be 
returned to the purchaser or payee. 
The purchaser need not be a reg- 
ular customer of the bank. 


‘American Weekly’ Tie-In 


Television Programs of Amer- 
ica and The American Weekly are 
running a combined promotion to 
herald the arrival of Ellery Queen 
on tv and in the supplement’s fic- 
tion columns. Cross-plugs on tv 


tion in local and national advertis- 
‘ing and publicity, are scheduled. 


and in the magazine, and coopera- | 


Advertising Age, May 10, 1954 


Getting Personal 


The 10 a.m. Northwest Orient airlines flight from.New York’s 
International Airport, May 2, had on board Walter L. Stocklin, ex- 
ecutive v.p., Ward Wheelock Co.; Pavelle Color Inc. president Leo 
S. Pavelle, and Time-Life photographer Hy Peskin. En route they 
picked up package designer Jim Nash and Mrs. Nash. Their destina- 
tion is Kodiak, Alaska, where the group will use rifle and camera to 
hunt Kodiak bear. Five years’ preparation went into the trip... 


Tenor Jay Perine, v.p. of Abbott Kimball Co., New York, gave his 
annual recital in Carl Fischer hall on April 25. The recitals had their 
beginning in Army days when Mr. Perine and E. J. Frank, his ac- 
companist, were stationed with a coast artillery unit in the Canal 
Zone... 


Louis Honig, executive v.p., Honig-Cooper Advertising Agency, 
San Francisco, has been named publicity chairman for the 4th con- 
secutive year for the Jewish Welfare Fund drive which started on 
May 7... 

Paul E. McElroy, an asso- 
ciate of Frederick E. Baker 
in Seattle, was presented a 
grandson by his daughter, 
Mrs. Peter Bahe, on April 15. 
Mr. McElroy was formerly a 
member of Batten, Barton, 
Durstine & Osborn, New 
York, and advertising direc- 
tor of the Ethyl Corp... 

Winning the “Lulu” 
award of Los Angeles Adver- 
tising Women for public re- 
lations was only one of the 
exciting things that hap- 
pened to Paula Kent, promo- 
tion director of the San Die- 
go Tribune and Union, in 
April. Earlier in the month 
she gave birth to 8 lb.-7 oz. 
Robin Michele Cheri, second 


SAILING TIME—Europe bound on the Ile 


de France are Mr. and Mrs. Edward K. 
Whitmore, whose trip will include England, 
Germany, France, Switzerland and Italy. 
Mr. Whitmore, president of Oberly & New- 


daughter of Miss Kent and 
her doctor-husband. Had to 
drive herself to the hospital, 
too, when the baby arrived 
a week before she was ex- 


} 


e!l Lithograph Corp., New York, is a past 


president of the Point of Purchase Adver- pected... 
tising Institute, and retired recently as the John W. Reinhardt, ad 
organization’s board chairman. manager of Proctor & 


Schwartz, Philadelphia, has 
been named director of the promotion department of the National 
Council of the Episcopal Church... 


Hall Linton, ad manager of Maclean’s magazine, has been elected 
president of the Canadian Club of Toronto. The club’s principal 
function is to foster interest in Canadian affairs, and bring noted 
speakers before its 2,000 members... 


King Features Syndicate recently bought three whodunits—“You 
Can’t Burn Me,” “Death of Carl” and “The Husband Who Wasn't 
There,” which will be serialized in newspapers. The author is 
William G. Bogart, account executive-copywriter at Farson, Huff 
& Northlich, Cincinnati. .. 


Howard S. Wilcox, promotion director of the Indianapolis Star 
and News, has been named steward of the 38th annual 500-mile race 
at the Indianapolis Motor Speedway on May 31. He’s the sen of the 
1919 *500” winner, the late “Howdy” Wilcox... 


W. B. Montague, managing director of the Industrial Advertising 
Research Institute, Cleveland, has been elected to the Ohio State 
University chapter of Alpha Delta Sigma, professional advertising 
fraternity... 

Amy Susan is the name picked for the baby born on April 17 
to Bernice and Art Gibbons. Her father is a partner of Rothman 
& Gibbons, Pittsburgh agency... 


John C. Morse, president of Dan B. Miner Co., is starting a one- 


year term as a director of the Better Business Bureau of Los An- 
geles. 


New York agency president Emil Mogul and Mrs. Mogul are in 
the midst of a nine-week combined business and pleasure trip 
through Europe... Eve Lenore is the name of publicist Sol Zatt’s 
new daughter. Sol handles the Ziff-Davis account, among others... 
Michel Martell, senior partner of the 238-year-old Martell & Co. 
cognac-making family, is spending two months here, on a coast- 
to-coast tour of American and Canadian brandy markets... 

Martha Gail McClintock is engaged to David G. Pike, son of Ben- 
ton & Bowles v.p. Elizabeth Pike...and Marcene Heisner, coordi- 
nator of production at St. John Associates, married Robert FE. Chris- 
toverson in New Rochelle, N. Y., on May 1... NBC tv business news 
editor Ellis Moore is recovering from an appendectomy which oc- 
curred right after his return from the Four A’s meeting... 


Paul P. Mitnick, ex-Connecticut advertising agency executive 
turned insurance salesman, has found that publication of his own 
“newspaper,” whenever he gets the urge, really pays off. “Mitnick’s 
Almanac,” four-page mimeographed gazette which the Hartfordite 
sends to his clients, contains no advertising, and yet it has boosted 
his sales enough to qualify him for a five-day trip to Sun Valley, an 
award from the Travelers Insurance Companies. . . 


Joseph T. Franz, v.p. of Maxon Inc., has been reelected for a 
fourth term as president of the Scarab Club of Detroit, the city’s 
oldest organization of artists, writers and kindred professions. He’s 
a past president of the Art Directors Club of Detroit... 


Jim Battersby, p.r. director of Pitluk Advertising Co., San An- 
tonio, has been appointed vice-chairman of the p.r. advisory board 
of United Cerebral Palsy ... Bette Rice has resigned as p.r. director 
of WLW-T, Cincinnati, to become a hausfrau. The decision was 
made by her husband, Leslie... 
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...the only real reference book 
for builders . . . nothing like it! 


Best and BIGGEST...the ome advertising medium where 406 advertisers 
and PB'S practicing builder-editors collaborate to produce the BIGGEST... 
most complete ready-reference file for builders. Distributed to 100,000 build- 
ing men (principally builder-contractors ). 


# 


EDITORIAL 


DESIGN: Scores of design data plates 
like this give builders what they need 
to know to lay out adequate driveways, 
for example. Complimentary plates tell 
him what he needs to know about 
construction. 


ESTIMATING: From dozens of plates 
like this one, builders are able to calcu- 
late the man hours as well as the 
materials required for a job. Other 
plates enable him quickly and accurately 
to figure other material requirements 
and costs. 


SPECIFYING and Buying guide charts 
like these give the builder the practical 
working knowledge he needs in dealing 
with subcontractors for appliances, 
equipment, wiring, etc. He learns what 
and how to order everything that goes 
into a structure from simple, compre- 
hensive and accurate charts and data, 


BIGGEST BILLING IN BUILDING INDUSTRY HISTORY! 


More advertisers placed more advertising and invested 
- * ymore sales dollars in the May issue of Practical Builder than 
“ever before in ahy builder magazine ven ik 


Practical Builder’s 1954 
DATA and SPECIFICATION FILE 


PB’s May Data & Specifications File issue is truly the Builder's Bible... 
uniquely tailored to his professional needs...used by him day-in, day-out, 
year-in, year-out... A source of otherwise unobtainable information and data 
= ess as essential to his profits as are hand and power tools to the craftsmen who 

on OO ee a do his building... Helps builders everywhere, every time they design, specify, 


with builders -«[st with advertisers 


ADVERTISERS 


DESIGN: Data & Specifications File 
advertisers— who include space require- 
ments of their products in their copy, 
are pretty sure to get the order. Adver- 
tising that helps the builder with his 
designing, sells. 


ESTIMATING: Most builders are alert 
to savings to be made by using stock 
sizes. Because they know it is his esti- 
mating handbook which he uses every 
day, advertisers find PB’s May “Data & 
Spec” File an ideal medium for keeping 
their stock size data before the builder. 


SPECIFYING: “Spec File” advertisers 
have two objectives: (1) to get the . 
builder to specify his product; (2) to 
get him to buy it. e builder who 
knows all about a product, buys it. 
This advertisement gives standard sizes, 
and code numbers. Nothing glamorous 
... but bound to produce sales. 


ractical 
oBuilder:. 


| nd 5 South Wabash Avenue « Chicago 3, Illinois 
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POPE a ths 


dor? 


Statistics got you in a stew? Shucks! If you want figures, 
MECHANIX ILLUSTRATED can give them to you. Any time 
you want them. But we’d rather tell you about the stuff 
that makes the figures come true. VITALITY! The stuff 
MI’s made of! 


It’s the potent potion that gives more propulsion to the 
page; the stimulant that impels MI’s million readers to 


MI guys rather tinker than eat...Media 


their car dealers, parts and accessories shops, sports stores 


and hardware marts. 


MECHANIX ILLUSTRATED pioneered “‘do-it-yourself.’’ That’s 
why its loyal readers disdain run-of-the-mill projects. 
They're big time. Just like their book. No child’s toy tool 
chest for them! Whether it be screw drivers or power tools 
these guys want the best — and buy the best! 
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Mid-western sales manager says, “MI 


New York agency man says, “I rec- 


ommend MECHANIX ILLUSTRATED be- is a great buy. For one thing it has the 

cause it devotes more editorial pages to lowest cost per thousand of any other 

sports, recreation and hobbies. Men get book in its field. We never dreamed of 
a, more out of it. So do advertisers.” such results!” 


we 


ag iT 


A 
— ——____— 


~ 


Detroit media buyer states, “I know Los Angeles ad manager reasons, “We 
why MI has more men readers per hun- choose MECHANIX ILLUSTRATED be- 
dred copies than any other book in its cause we feel that a book that gives 
field. It’s got VITALITY—busting at more editorial to “do-it-yourself” gives 
the binding with more darn fascinating a bigger boost to our advertising. 


things for a man to do.” 


What’s VITALITY? It’s the unusual photo. The sharper 
writing. The idea no one else thought up. It’s the thousand 
little needles that prick a guy’s imagination, that generate 


audience responsiveness. 


VITALITY is the stuff that’s selling MI to more than a 


million men every month. And is selling the products ad- 


one of the Fawcett family... serving millions of America’s families 


67 WEST 44 STREET, NEW YORK 36, N.Y. 
NEW YORK + CHICAGO « LOS ANGELES « SAN FRANCISCO « DETROIT 


vertised in it. Ask to see our file of results stories. 
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Rocky Mountain. 
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The NEWS of the Rockies 


Denver's two largest department 
stores ran 2,134 pages in the News 
in 1953, and 1,307 pages in Denver's 
evening newspaper. 


(Media Records) 


News 


— DENVER 


Sales and PR Notions... 


e Last Novem>ver, when 1847 
Rogers Bros., Meriden, Conn., pre- 
dicted exactly }ow many babies 
would be born on New Year’s 
Day, somebody may have thought 
they were kidding. But a_ post- 
natal nose count for the 
\firm’s fifth annual “Silver Spoon” 
| award to New Year’s_ babies 
|showed differently. Rogers Bros. 
|had predicted a record number of 
|births, and said these would in- 
|clude one set of triplets, 110 sets 
of twins and 10,577 solo arrivals. 

The forecast hit the number of 
twins and triplets exactly on the 
| nose. 
200 more than predicted. 


Merchandising Ideas 


Solo births came to 10,777— | 
|@ Emil Reynolds, New York p.r. 


e The return of big-league base- 
ball to Baltimore seemed to call 
for something special in the way 
of local advertising. So Betholine- 
Sinclair Co., Baltimore, is provid- 
ing it—a half-hour after-the-game 
program, “Talk to the Stars,” in 
which ex-big leaguer Bobo New- 
som puts ball players before the 
cameras—on two Baltimore tv 
stations which carry the home 
games—to answer the fans’ sports 
questions via telephone. For the 
occasion, the company also came 
up with an unusual mailing piece 
for its dealers. 


r. Oversight Misses a Bonanza in the 
_ Richest Natural Resource Area of the World... 


He Overlooked The Houston Post ! 


torial excellence . . . winning 5 AP Editorial 
Awards in 1953. Take advantage of this 
natural opportunity to increase advertising 
effectiveness. Contact your nearest Moloney, 


He overlooked The Houston Post in selling to 
a market where more wealth is taken from 
the ground than from any other area of 200 
miles radius ...anywhere in the world! And 
in this virtually untapped market, with 
widely diversified industry, The Houston 
Post is racking up records . . . in circulation 
gains . . . in advertising results . . . in edi- 


The Houston Market Today is Sold on... Sold By ES 


THE HOUSTON PosT 


Regan and Schmitt office today! 


Starch studies made regularly. Details 


available on request. 


More than 187,000 Daily=201,000 Sunday“ 
...and still growing! 


Eugene Lemcoe, 
of Advertising 

Robert Barron, Manager of 
General Advertising 


*ABC Publisher's Statement, 
September 30, 1953 | 


You're going te cash in on ‘ 3 
big leaque baseball. Every NOMetionally famous 
week thousende of motorists : 
will drive in to get OF FICLAL 

_ ATRY CARDS 40 win pines 
end"TALK 10 THE STARS” ms. 


SMASH HIT—Betholine-Sinclair, 


Baltimore, 

issued this pump-shaped 8'2x22” dealer 

brochure to promote its new after-the 
game tv show. 


photography specialist, has de- 
veloped a gimmick which looks so 
useful to practically anybody in 
the public relations sphere that 
it’s amazing it’s new. His device 
(available from Reynolds Asso- 
ciates, 244 Madison Ave.): A 
“Going to Press Schedule” which 
catalogs the press times and pix 
deadlines of all issues of all New 
York dailies. 


e Building Supply News has is- 
sued a 44-page reprint job on 
“How to Sell More Paint” which 
is quite a compendium of tested 
merchandising notions. Along with 
a number of special tips on paint- 
selling (“Stop selling tin cans,” 
“Use ‘finger-tip’ self-service,” 
etc.), the brochure contains 12 
success stories on paint-moving by 
local building materials firms. 

All in all, it tends to “prove” 
the point that the “one-stop” 
building materials supermart is 
now the No. 1 paint merchandiser. 
Free copies can be obtained from 
Building Supply News, 5 S. 
Wabash, Chicago 3. 


KID APPEAL—Premiun. promotion by B-1 
Beverage Co., St. Louis, offers this bag of 
14 marbles packed in a plastic bag and 
stapled to each carton of B-1‘s Lemon-Lime 
Soda. Bottlers report “good results.’ 


e WNBT, New York, is now push- 
ing a merchandising plan which 
supports advertisers of one tv 
show with point of sale support in 
five food chains. The chains are 
now running week-long promo- 
tions of products advertised on the 
daily (2-3 p.m.) Tex & Jinx show. 
Promotions are alternated, with 
one chain a week putting on its 
own Tex & Jinx sale; ultimately, 
the station hopes to give each ad- 
vertiser as many as a dozen pro- 
motions in a 13-week period. 
Participating chains are: 59 
Peter Reeves Food Stores, 113 Key 
Food Stores, 15 Big Ben Super- 
markets, 33 Shop-Rite Supermar- 
kets and 15 Hill’s Supermarkets. 


Barthold Leaves McCann 
Robert M. Barthold Jr., Mc- 
Cann-Erickson account executive, 
has resigned after 24 years in the 
agency’s San Francisco office. He 
has not announced future plans. 


Resigns Pfaff Account 

Bozell & Jacobs, New York, has 
resigned the account of American 
Pfaff Co., New York sewing ma- 
chine manufacturer. 
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Advertisers... 
invested more dollars 


in the May 1954. issue of 
Progressive Grocer than in 
any issue ever published by 
a food trade publication. 
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Mr. Howard Grinnell, salesman for Gen- 
eral Electric Supply Co., Boston, Mass. 
gives the distributor’s viewpoint: 


**] find that Hotpoint’s advertising in LIFE 


magazine does a real pre-selling job for our re- 
tail dealers. LIFE’s readership in the Provi- 
dence area creates better consumer accept- 
ance for all Hotpoint products—which 
means more sales at our distributor level!” 


Mr. John F. McDaniel, vice-president and 
manager, marketing, HOTPOINT CO., gives 
one of the many reasons why appliance 
manufacturers rank LIFE first as a medium 
for both major and traffic appliances: 


*6In the highly competitive appliance indus- 


try, we feel that advertising in LIFE gives us 
excellent impact for both our dealers and 
the consuming public.” 


HOTPOINT advertising in LIFE reaches 
more prospects, because LIFE has by far 
the largest audience of any magazine that 
varries advertising. 
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FOR THIS KIND OF YEAR 
HOTPOINT...all along the selling line 
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3. 


Mr. W. H. Slater, vice-president and mer- 
chandise manager of HAVERTY FURNI- 
TURE COMPANY, Ine., Atlanta, Georgia 
tells what LIFE advertising means to a 
dealer: 


“The fact that home goods manufacturers 


spend more advertising dollars in LIFE than 
in any other magazine creates a demand for 
*Advertised-in-LIFE’ products. LIFE does 
a pre-selling job which, in turn, makes our 


9 
. 


selling job easier 


9 Rockefeller Plaza, New York 20, N. Y. 


SMOPSTSIRD on 


4. 


Mr. and Mrs. Nicholas Churchill, 1 Lynn 
Road, Port Washington, New York tell how 
LIFE helped them equip their new kitchen. 


‘Shopping the pages of LIFE, we found ex- 
actly what we needed for the kitchen in 
our new house. The Hotpoint advertise- 
ment showed the appliances as they really 
are! Later, we saw these Hotpoint appli- 
ances featured in the LIFE Supplement 
which Marsh Appliance Center ran in the 
Port Washington News. We followed this 
up—and purchased our Hotpoint range, re- 
frigerator and washer from Marsh’s during 
their LIFE promotion. That’s our story in 
a nutshell—LIFE all the way.” 


Every issue of LIFE reaches 11,880,000 
households* in the United States. 


*From A Study of the Household Accumulative Audi- 
ence of LIFE (1952), by Alfred Politz Research, Inc. 


First in advertising ‘ 
First with retailers 
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New Firm Offers Weiss & Geller Adds One Sessions Clock Names Two advertising and sales promotion, Terry Koeller Opens Agency 
Car, Adams & Collier Co., Du-| Sessions Clock Co., Forestville, for the oil tool, rubber products’ Terry Koeller has left the Amer- 
Reader Check-Up buque, has appointed Weiss & Gel- Conn., has named Douglas A. Lap- and Dempsey divisions of the com- jcan Foundrymen’s Society, Chi- 
ler, Chicago, to handle advertising ham manager of marketing. Mr. pany. He has not announced his cago, to open her own agency, 
to Business Papers ‘for its Bilt-Well windows, Bilt- Lapham, who succeeds C. L. Allen, future plans. Terry Koeller Associates, at 201 
| Well kitchen and multiple-purpose will also retain his present duties N. Wells St., Chicago. Miss Koeller 
New York, May 4—Business' cabinets, and other home wood-'as clock sales man ger. Homer D.' Toronto Paper Hikes Rates handled public relations and pro- 
paper publishers can now arrange | work products. ‘Schoen, sales pla ning manager The Toronto Telegram will raise Motion for the society and was ad- 
for certified check-ups on the 'for clocks, has »een appointed its general advertising rates from Vvertising manager of its American 
readership of their magazines | A jp Associates Boosts Pike assistant manager of the clock! (55¢ to 60¢ on July 1. oe eee ode 
through the Certified Readership jr Associates Inc., Teterboro, | Sales division. rates will go from 70¢ to 75¢ and | 
Audit Co., just established here. N. J., distributor of aviation sup-| the comic strip classification will Burke Adams Names Two 
While the services of CRA will | plies and equipment, has pro-| Stumm Leaves Jackson Co. move from 65¢ to 70¢. The last! Howard Schriner Jr. has been 
also be available to advertisers, to| moted Robert J. Pike from assist- J. B. Stumm has resigned as as- time these classifications were in- elected a v.p. and Jack Hardy 
agencies and to publishers of paid ant advertising and public rela- sistant to the gencral sales man- creased, April, 1952, circulation’ treasurer and assistant secretary of 
circulation publications, it is the tions manager to advertising ager of Byron Jackson Co., Los was 211,536. Net paid in March, Burke Dowling Adams Inc., At- 


belief of the organization’s found- <a 
ers, Henry H. Buba and Ernst manager. Angeles. Mr. Stumm also handled 1954, was 240,771. ‘lanta agency. 


E. Wachsmuth, that they will be 
called upon principally to serve 5 i 
publishers of controlled circula- ee Fe ei SS re 
tion magazines. 

The new company’s technique 
will consist of circularizing a com- 
plete circulation list, or any por- 
tion thereof requested, to obtain 
the answers to three questions: 

1. Are your name, address and_| 
title correct as shown? 

2. Do you read...magazine? 

3. Do you wish to continue to) 
receive it? 


w Arrangements have been com- 
pleted for telephone follow-up 
rocedures in about 75 cities. The 
company’s principals point out 
that CRA is not a circulation audit 
service, but rather “a simple nose- 
counting method, which will help 
a publisher get rid of deadwood on 
his circulation lists.” 

Results will be audited and then 
turned over to the publisher or 
advertiser, without any publiciz- 
ing or promotion of findings by 
CRA. The organization’s service 
will permit breakdowns of reader- 
ship by such factors as geography, 
industry and job title. | 

Dr. Buba has been a statistician 
with C. E. Hooper Inc. Mr. Wachs- 
muth has been in the field of in- . 
dustrial sales and publication re- 
search for the past 15 years. | 


How to make people read more. It’s the editors’ job to improving the visual presentation of editorial content (which builds 


Austin, Tex., Study Available turn out a paper interesting enough to make people want to buy it. _through-the-book reading of ads too) is the series of Dusenbury 
The Bureau of Business Re- And the handling of headlines, pictures, type and format have a_ CClinics...twelve so far, in New York and Chicago... in which 
search of the University of Texas, whale of a lot to do with getting people to read. A major help in ABP editors get a continuing course in effective visual techniques. 


Austin, has published the first of 
a series of studies in marketing— 
“A Retail Trade Area Survey of 
Austin, Tex.” Price of the 100-page 
booklet, compiled by Ralph B. 
Thompson and Robert A. Jones, is 


~swenmsen Why TOL business papers keep 


Frank Shakespeare Jr., former. 
CBS Television Spot Sales ac-! 
count executive, has been named | 
general sales manager of WCBS-| 
TV, New York, replacing George 


Dunham, who resigned to become You may have noticed that the best business papers management...all have their part in the ABP 
general manager of WNBF and keep getting better...stepping up their value for program. It helps them develop a greater breadth 
WNBF-TV, Binghamton, N. Y. readers—and for advertisers. and depth of editorial service...to study new 
It’s no accident. They work hard at it! techniques to step up readership...to build better 
* GLOSEOUT © BANKRUPT One very real force for growth is the continuing pena es = to operate business papers 

¢ SURPLUS © OVERSTOCK drive of the Associated Business Publications, S°UNTY— 4S @ Ousiness. 

MERCHANDISE OFF i ; : i 
oe open enn ppteeial which now has 151 hardworking member publica- All this, of course, helps make ABP member 
and CATEGORY oF tions taking active part in its very extensive pro- Papers more effective advertising media. 

(Toys, ly a ng | gram. Editors, publishers, admen, people in cir- Here, for example, are a few of 


Materials, Etc. culation, production, promotion and business the many continuing ABP activities. 
Every OTHER WEEK by First Class | 
Mail For 
JOBBERS... RETAILERS 
BUYERS ...SALESMEN 
This confidential national weekly 
bulletin is the FIRST of its kind 


ever available! Many EXCLUSIVE | 

offerings every week that are HARD Clinics coast to coast...a record 
70 FID D—at a cost. to you of less breaking 400-plus turned out for ABP’s 1954 
po Ho ee ad age al Bg Eastern Conference, attending working ses- 
LOT BUYERS. ON £000 buy, a sions on circulation, editing, production, 

can pay you for the entire : 
subscription cost! Buys as low as 5¢, promotion, research, sales and manag 
10¢ on the retail dollar possible— ment. Just as successful were ABP’s Mid- 
eT sae Lat BULL atin hoon western Clinics in Chicago...and the meet- 
scores of terrific offerings will MAKE ings in Seattle, San Francisco and Los 
as nothing else will— H H : 

at a time when this type of EASILY Angeles. These sessions provide practical 
SALEA ABLE merchandise is “MOST forums for the exchange of ideas that work. 
12 issues, $7.00: 24 issues $12.50; 52 They help to develop better business papers 
issues, $20.00. Check with order, ...and better advertising results. 


‘ 


pioee. OUR MONEY INSTANTLY 
RNED IN FULL if the FIRST 
— you receive doesn’t PLEASE 
you 


TOWER PRESS, INC. 
P. O. Box 591 TM Lynn, Mass. 
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Advertising Age, May 10, 1954 


Scholl Mtg. Buys Radio Shows 


market development division to Gray & Rogers Adds One Hotels Appoint Lenhart 


Scholl Mfg. Co., Chicago, has| coordinate its products and prod-| Superior Tube Co., Norristown, Charles D. Geissinger has ap-_ 
bought two radio shows through) uct developments with markets. pa maker of small diameter tub- | pointed Lenhart Advertising, New | 
Donahue & Coe. The company,|Edgar G. Murphy, formerly an jing and tubular parts for the elec-| York, to handle publicity, direct 
which manufactures Dr. Scholl’s| engineer in the sales department, tronics industry, has appointed! mail and sales incentive plans for 


foot products, began sponsorship | heads the new division. 


Gray & Rogers, Philadelphia, to his two resort hotels, High Point | 


of Mutual’s weekly “Nick Carter— | 
Master Detective” on April 11 (6: 
p.m., EST). On April 24, Scholl 
began sponsorship of CBS news- 
caster Bill Shadel in a weekly 
five-minute news broadcast at 
noon. 


Automatic Control] Expands 
Automatic Temperature Control 


handle its advertising, public re-|Inn and Monomonock Inn. Koehl, 
Haugan Names Russell See _liations and publicity. Business and Landis & Landan, New York, con- 
Russell W. See, formerly a part- trade publications will be used. _tinues to represent the two hotels 
ner of Robert Winternitz Adver- _for newspaper advertising. 
tising, New York, has joined Hau- Koch Brewery Names Wells _ ; 
gan Advertising, New York, as a| James J. Wells Inc., Buffalo, has Joins Young & Rubicam 
v.p. and account executive. Mr.|been named to handle advertising, Hal Mathews, formerly tv pro- 
See is in charge of the new agency |for Fred Koch Brewery, Dunkirk, ducer-director with N. W. Ayer &| 
division of the company which|N. Y. Newspapers, radio, point of Son, has been added to the tv 
formerly operated solely as a point sale and transportation and out- commercial department of Young 


Co., Philadelphia, has created a'of purchase counselor. 


door advertising will be used. & Rubicam, New York. 


RICHARD McQUEEN, formerly director of 


ee en er 


bi 


ABP goes to 


Who’s spending what in bus- advertisers—of tomorrow. 


iness papers? The third annual 
ABP report on LEADING BUSINESS 
PAPER ADVERTISERS lists the expend- 
itures of close to 1,000 companies 
spending over $50,000 in business 
papers in °53. It’s a valuable guide for 
advertisers... helps in formulating ad 
policies, setting budgets, comparing 
ad expenditures of different companies. 
This is typical of many ABP projects 
that give solid service to all business. 


getting better 


The activities reported here are some of the many constructive 
projects in ABP’s continuing program...that help ABP pub- 
lishers to keep improving their papers, and advertisers to use 
the business press with increasing effectiveness. Keep this hard- 
working program in mind, when you select the business papers 
to carry your advertising. 


As this ad goes to press, there are 151 ABP 
members. The number is growing steadily; in the 
past 12 months, 25 business papers have joined. 


*k 


college ... and vice 
versa. ABP has now extended Associate 
Memberships to six universities that offer 
regular courses in business journalism. In 
fact, ABP has been working with the colleges 
for thirty years; in the past year alone, over 
28 schools from coast to coast have heard 
representatives from ABP’s Speakers Bureau. 
It’s all part of a long range program for train- 
ing the business paper personnel—and the 


All members of ABP are proud members of ABC 


advertising and promotion of Magnecord 
Inc., Chicago, has been appointed adver- 
tising and promotion manager of Nation- 
al Co., Malden, Mass., manufacturer of ra- 
dio receivers and high fidelity equipment. 


Kennedy Named Ad Manager 
Stewart R. Kennedy has been 
named advertising manager of 
Willson Products Inc., Reading, 
Pa., manufacturer of sun glasses 
and safety equipment. 


Your conscience 


VF cal 


The mechanics of the job...a 
Production Management Roundtable: 
and an Accountants’ Roundtable have 
been added this year to the long-standing 
ABP editorial, circulation, promotion 
and sales roundtables, to bring increas- 
ing efficiency to these important phases 
of publishing. (Advertisers have an ob- 
vious stake in well-managed, profitable 
publications.) . - 


is clear 


Meet Mr. President .. . also senators, cabinet heads, 
and government bureau chiefs...all in a day and a half of 
concentrated conferences! That was just one of the 1953 
Washington sessions of ABP’s National Conference of Busi- 
ness Paper Editors. The editors meet regularly with top level 
executives in government, to get the “big picture” of forces 
at work in national and international affairs—and help them 
interpret these forces for readers in their own specialized fields. 


What’s ahead looks exciting...In a 30-minute slide 
film, “Tomorrow is a Big Market,” ABP analyzes what’s 
ahead for our economy...five, ten, even twenty years from 
now...in population, sales, production, income and ad 
volume. This film was originally designed to help publishers 
plan more soundly in building editorial, circulation and ad- 
vertising services. Now, advertisting groups are asking to 
view it...for a calculating look at what the future holds for 
them. It is also published in booklet form. 


Circulation is serious business . . . Here a clinic 
meets in Chicago for a session on problems of list building, 
quality control, cost-saving fulfillment. ABP circulation people 
get together regularly to exchange ideas... to continually 
step up the “plus values” of paid, ABC-audited circulations 
that give advertisers concentrated, thorough coverage of each 
specialized field—and stronger ad-values. 
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INCORPORATED 
CHICAGO 


€~ss 
y 7 
a 


i) 


THE ASSOCIATED WY 
BUSINESS PUBLICATIONS 


founded 1906 
205 East 42nd Street, New York 17, N. Y. 
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Fine Photoengravings 
for 20 Years 
547 South Clark «WAbash ?-6284 


Are you receiving your free copies of 
“Laurence’s Guide for Photoengraving 
Buyers”? If not, write or phone today. 
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tat CXHE SOMEHING 


ONLY TOYS and NOVELTIES OFFERS 
ADVERTISERS ALL OF THESE 


SpECIA SEPVICES 


To Back Up 

Their Advertising— 
To Make It 

More Effective! 


i 


CHICAGO 1, 307 WN. Michigan Avenue 
Tel. RAndolph 6-0743 


NEW YORK 10, 200 Fifth Avenue 
Tel. ORegon 5-1566 


LOS ANGELES 17, 27 Wilshire Blvd. 
MAdison 6-361! 


Complete direct oon service ‘to all 


i important toy outlets — 


(© 98-page booklet on MARKETING 
and MERCHANDISING OF TOYS 


GUIDE TO suring, TIME — depart- 


ment stores, weer? and chains 


List of more 300 Treey 


REPRESENTATIVES | 


Direct mail bulletin, TIPS TO ToY- 
BUYERS—featuring toy items man- 
ufactured by advertisers in T&N. 


‘Mailed Free! 


Assistance in 


cnew toy 


A 


A BUYER'S GUIDE, more than 540. 


pages, sip eeee es 
ma 


Advertising Age, May 10, 1954 


“Good Housekeeping’ Survey Shows Women 
Realize Their Need for Service Magazines 


NEw York, May 4—Good House- 
keeping is showing, 
slide film, results of a study of 
the attitude of women toward six 
service books compared with two 
weeklies, Life and The Saturday 
Evening Post. In addition to Good 
Housekeeping, the other service 
Magazines are American Home, 
Better Homes & Gardens, Ladies’ 
Home Journal, McCall’s and Wom- 
an’s Home Companion. 

Made by Social Research Inc., 
Chicago, which conducted 910 ran- 
dom interviews, the “first of its 
kind” motivation study concludes: 

1. “Women recognize the service 
/Magazines studied as being de- 
signed for their needs and inter- 
ests, and their attitudes specifical- 
ly reflect this.” 
| 2. “As a result, learning of wom- 
en-directed material is more easily 
‘accomplished through the service 


Television in Los Angeles 


gets more different every day- 
a -and the difference is KT TV 


| 1. KTTV not only leads in 
quarter-hour firsts—but has more than 


a 


five times a week—network or local, live or film 
—all of the top five are on KTTYV. 


3. KTTV leads all Los Angeles 
stations in national spot accounts. 


KTTV gets ratings like these: 


ARB HOOPER 
BADGE 714 35.1 28 
LIFE OF RILEY 25.6 22 
WATERFRONT 24.3 19 
ANNIE OAKLEY 21.6 18 


Add to audience facts such as these, the 


KTTV: 


the next two stations combined! 


2. Of all programs seen in Los Angeles 


ae 
StationA . 
StationB . 
StationC . 
StationD . 
StationE . 
Station F . 


Time for Beany. . . 


Thunderbolt 


KTTV .. tg 
StationA . 
StationB . 
StationC . 
StationD . 
StationE . 
StationF . 


Sheriff John . 
News= George Putnam 
Ramar of the Jungle . 


Until you read this you won’t believe what an independent 
television station can do in a 7-station market. 


» « « 146 
»- «= « 68 
e 2 « §7 
ee « 35 
tie 
» «+ «= 16 
e 8 4 
» « « 13.5 
11.7 

11.2 

9.6 

- 2 « 9.4 
- « « 484 
- « « 458 
» « » 446 
» « » 382 
- « « 339 
- « « 310 
- « « 301 


merchandising and promotion leadership you’d 
expect from the Los Angeles Times station, and 
you get a partial picture of KTTV’s amazing 
position. Knowing the whole story is worth your 
while—and Blair-TV, like anyone with real news 
to tell,is bursting with information. Make a date 
now with the Blair-TV man. 


Channel Eleven 


Represented by BLAIR-TV 


Los Angeles Times Television 
5746 Sunset Blvd., Hollywood 28, Calif. 


Sources: 1. ARB, March '54. Hooper shows KTTV first, too. 2. ARB, March ‘54. Hooper shows KTTV first, too. 3. Rorabaugh Reports, 1953 total listings. 


via color) 


magazines than through the week- 
lies studied.” 

| 3. “A housewife’s reactions to 
‘advertisements appropriate to the 
service magazine’s editorial con- 
tent are significantly more positive 
when the advertisement is in a 
service magazine than when it is 
in either The Post or Life. And ac- 
tion is therefore more likely to 
occur.” 


= To support the third conclusion, 
the study included the following 
chart of “positive” responses... 
Statement Serv- Post Life 
ice 
Ads seem like a real 
part of the magazine 
It has lots of colorful 
DEE anions 33 27 24 
Things advertised in 
it are good, reliable 
WINGED. istscsiastesicassecse 42 24 33 
Ads were worth time 
it took to look them 
DGD csisasancissstngibtisdies 26 15 19 
bought a number of 
things I saw adver- 
WI BO iistatcrciscssns 16 10 9 
often think about 
buying things I see 


20% 14% 


-_ 


nl 


advertised in it ........ 32 11 15 
I learn from the ads 

WOR: BD sisncesstenievccisoacssscsane 25 8 12 
TETRDO  ccrsciccssivirnnane 29% 15.5% 18.4% 


John R. Buckley, publisher of 
Good Housekeeping, said five other 
service magazines were selected to 
“provide a more accurate picture 
of the service field.’’ The weeklies 
were chosen as “comparison media 
because they are respected jour- 
nals of general interest.” He added 
that no data in the study purports 
to prove his magazine “is superior 
to any other individual magazine 
in the service field.” 

Findings of the study were said 
to have discovered answers to such 
questions as: (1) how important 
are service magazines in the life 
of a housewife? (2) How important 
are they in teaching women about 
products and their uses, that is, do 
women learn from these maga- 
zines? (3) What part does adver- 
tising in these magazines play in 
such a learning process? (4) Do at- 
titudes toward magazines influence 
reactions to the advertising which 
|}appears in them? (5) Is there any 
difference between the attitudes 
toward ads in the service maga- 
zines and in other types of mag- 
azines? 

Material in the study will be 
available in booklet form this 
week. 


Audits & Surveys Co. Offers 
Appliance Sales Service 

Audits & Surveys Co., New York, 
is offering a new service—National 
Appliance Retail Sales Audit— 
directed to appliance and other 
consumer durable goods manu- 
facturers as a means of securing a 
picture of their own and their 
competitors’ retail sales, inven- 
tories and store purchases. 

The service, based on a product 
audit by a nationwide represent- 
ative sample of U. S. Business Cen- 
sus enumeration districts, will 
measure sales by brand and model 
and will provide a periodic inven- 
tory of retail outlets. Audits & Sur- 
veys Co. is directed by Solomon 
Dutka and Robert Williams, both 
formerly research executives with 
Elmo Roper. 


TV Distributor Names Two 
Television Programs of Amer- 
ica, New York, has added Everett 
Jarrett, formerly of WHK, Cleve- 
land, and Bernard Benjamin, pre- 
viously general manager of the 
| Dispatch-Herald, Erie, Pa., to its 
‘sales force. 
Dawson Names Dawson 
| James E. Dawson, formerly with 
Fuller & Smith & Ross, Cleveland, 
has been named v.p. of William J. 
Dawson Co., Louisville agency 
| headed by his father. 
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American 
in 
Moscow 


Harrison E. Salisbury, The New York Times cor- 
respondent in Moscow, has one constant reader 
who reads more of his stuff than anyone else. That’s 
the Russian censor. He reads everything Salisbury 
tries to send from Russia. When he disagrees 
with Salisbury over what you ought to read about 
Russia, which is often, it doesn’t get sent. 


But what does get sent, whether a statement about 
the U.S. in today’s Pravda or a story about pigeons 
in Red Square, helps somehow to make the Iron 
Curtain slightly less opaque. 


Censors are nothing new to Salisbury. What he 
calls his “over-vigorous editorial policy” brought 
them down on him as a student at the University 
of Minnesota. He was fired as editor of the 
Minnesota Daily “for smoking a cigarette in the 
University library.” It was the first time he made 
page one of The New York Times. 


Salisbury started his newspaper career on the old 
Minneapolis Journal. In 1930 he joined the United 
Press, worked in Chicago, then in Washington. In 


1943 he was London manager and director of Eu- 
ropean coverage. In 1944 he spent eight months, 
traveled 25,000 miles inside Russia. From 1945 to 
1948 he was foreign news editor. 


Since joining The Times in 1949 as Moscow cor- 
respondent, Salisbury has traveled extensively 
throughout Russia. He has even visited places 
never before seen by an American correspondent. 


Salisbury is just one of nundreds of alert and 
informed reporters and editors who make up The 
New York Times staff all over the world. They pool 
their talents and their knowledge to produce each 
day a newspaper that is alert and informing, vig- 
orous, alive, different from any other. They put 
more into The Times. Readers get more out of 
The Times. 


So do advertisers. Ask for the whole story. 


The New York Cimes 


“ALL THE NEWS THAT’S FIT TO PRINT’ 
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GET ACQUAINTED with 


your best Southern salesman 


To business men who are interested in Southern 
sales, we shall gladly send a complimentary copy 
of The Progressive Farmer. We believe you will 
immediately recognize the qualities which have 
endeared this magazine to its 1,240,000 subscriber 
families and made it the advertising leader in its 
field. 


Simply request your copy on your business let- 
terhead from any office listed below. Please do not 
order subscriptions because The Progressive 
Farmer is edited strictly for Southern rural 
families. 

You add the rural South to your market when 


you add The Progressive Farmer to your adver- 
tising list. 
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$41,700,961,000 ... That’s the South’s huge annual volume 
of retail trade—25% of the nation’s total.* During the 1939-52 
period, the 16 Southern states gained 348% in retail trade while 
the rest of the country gained 272%. 

The South is a big market...big in geography...big in popu- 
lation... big in buying power...big in retail trade...a market 
big and important enough to demand special consideration in 
your advertising plans. 

Remember the South is RURAL, 51.4% rural in population; 
the rest of the U.S. is only 29% rural. The South has more 
than half the nation’s farm people. 


Does Your Advertising Sell the RURAL South? 


Do you use national magazines preferred by urban readers? 
The rural South is the weak area in their coverage. 


Do you depend on national farm magazines? 


Edited mainly for Northern agriculture, these maga- 
zines have low circulation and low readership on 
Southern farms. 


Do you advertise in city newspapers? 
Their circulation is concentrated in the South's few 
urban counties. 

Do you have a TV program? 


Only a small percentage of the South’s rural families 
own television sets. 


Where, then, can you place your advertising to sell this big 
market? Your answer is The Progressive Farmer, the maga- 


zine that dominates the rural South as no other magazine 
dominates a market of similar size. 


Progressive Farm 


H. EARL BUTCHER, V. P. and Eastern Advertising Manager 


250 Park Ave., New York 17 « Plaza 1-0160 


OSCAR M. DUGGER, V. P. and Western Advertising Manager Other Advertising Offices: Pacific Coast: Edw. S. Townsend Co. 
Daily News Bldg., Chicago 6 + Central 6.3400 : 


arket? 


Ask your Southern dealers! They know and will tell you 
that The Progressive Farmer is the place for your advertising 
to sell their prosperous rural customers. In 47 recent surveys 
made by leading wholesalers and trade associations, 7,809 
Southern dealers designated “the one farm magazine with 
greatest sales power” in their trading areas. The Progressive 
Farmer was first by more than 4 to 1 over any other farm 
magazine and led all others combined by 2 to 1. 


Leading advertisers also recognize the sales power and mer- 
chandising value of The Progressive Farmer. That’s why The 
Progressive Farmer is the nation’s No. 1 farm magazine in 
lines and pages of advertising. And The Progressive Farmer is 
second in advertising linage among all U.S. monthly magazines 
of more than a million circulation, January-April, 1954. 


The South is a big market...more than $41 BILLION big 
in retail trade. The South is a rural market... predomi- 
nantly rural in population and trade. More Southern rural 
families read more advertising in 
The Progressive Farmer than in 
any other publication. To sell 
the big, prosperous, rural South, 
place your advertising in The 
Progressive Farmer! 


CIRCULATION: 


*Sales Management estimate for 1952. 
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Home is where 
you hang 
.\ your hat 


eo Maker Names Mitchell 
Marlun Mfg. Co., New York 
“maker of the Black Angus rotis- 
| serie broiler, has appointed Harold 
|M. Mitchell Inc., New York, to 
“handle its advertising. Advertis- 
‘ing plans for a new improved 
‘broiler are being formulated. 


many opinions and develops atti- 
tudes from avid reading of her own 
state teachers magazine. 


That’s how your advertising mes- 
sage read by over 900,000 subscrib- 
ers, can favorably influence thoughts 
and actions toward your product, 
service, or policies in 10,000,000 
homes. 


Complete flexibility allows you to 
use any, or all 44 individually edited 
state publications. For details, write 
Miss Georgia C. Rawson, Executive 
Vice-President, State Teachers Mag- 
azines, Inc., 307 N. Michigan Ave., 
Chicago 1, Ill. 


State TEACHERS 
Magazines 


...and where 
you hear 


In 10,000,000 American homes, with 
36 million school kids presiding at 
the dinner table, the supreme an 
aN final authority on all subjects is “my 
teacher says.” And “teacher” gleans 


Beech-Nut, Borden 
Use ‘News’ Stories 
in Instant Drives 


New York, My 4—Five cities 
in various part of the coun- 
try are current) 


field. 

Major push for Beech-Nut broke 
last Friday in ! rovidence, R. I., 
with a full page in the Evening 
Bulletin, calling Beech-Nut “Amer- 
ica’s newest ins‘ant coffee prod- 
uct.” The opening ad, a blend 
of news stories avout the product, 
will be followec by two 1,000- 


line ads each week for 26 weeks | 
in the same newspaper, and will | 


be supported by participations in 
daytime programs on WJAR, 
WJAR-TV, and \/EAN. 

At the same ‘time, Beech-Nut 
started a less intensive cam- 
paign in Syracuse, where the 
Post-Standard will carry 40 of 


‘the 1,000-line ads over a 26-week 


NOW... double 


; the Sun-Life of Your 


Daylight Fluorescent 


Advertising with 


Sunbonded DAY-GLO° 


Your outdoor daylight fluorescent adver- 
tising will now retain its eye-catching, 
attention-compelling brightness at least 
twice as long as before! 


Sunbonded DAY-GLO, a brand new de- 


velopment from the laboratories of Switzer Brothers, Inc., the 


- originators of daylight fluorescent colors, will double the sun- 
. life of your advertising. It takes the gamble out of summer 


outdoor postings. 
You can now specify Switzer Sunbonded 


DAY-GLO safely 


for summer showings of 24-sheet posters anywhere under the 


. brilliance twice as long! 


INDEPENDENT TESTS PROVE 


sun! And they’ll continue to glow with customer-stopping 


LONG LIFE 


being “tested” , 
by two rivals in he instant coffee | ; 


FIND WAY TO BEAT HIGH PRICES 


i 
| Big 5 oz. Jar of Borden's instant Coffee Saves 
italyrtinmnones trae ol 


period, without benefit of the full- 
page introductory announcement. 
Kenyon & Eckhardt, New York, is 
the agency. 


@ Meanwhile, Doherty, Clifford, 
Steers & Shenfield is conducting 
a new campaign for Borden’s in- 
stant coffee in three cities, whose 
identities a spokesman for the 
agency declined to reveal. Denver 
and Houston, however, are be- 
lieved to be included. 

Theme of the Borden full-page 
effort is an attempt to convince 
housewives, through news-type 
articles which make up the page, 
that use of the product will help 
beat the current high price of 
coffee. The ads feature a four- 
column cut of Kate Smith, who 
testifies that it’s been her “regular 
coffee for a long time.” 


MARKETERS CITE 
NESTLE PROMOTION 


New York, May 4—An instant 
coffee marketing program has been 
selected by the American Market- 
ing Assn. as one of the outstanding 
merchandising jobs of 1953, it was 
revealed at the AMA merchandis- 
ing clinic last week. 

The promotion campaign, which 
introduced Nestle’s instant coffee 
to the nation last year, took 30 
months of planning and was set 
about six months before the prod- 
uct hit the retailers’ shelves, ac- 
cording to Donald Cady, v.p. in 
charge of advertising and promo- 
tion for the Nestle Co. Chief worry, 
Mr. Cady disclosed, was how the 
introduction of the new product 
would affect sales of another 
Nestle product, Nescafe. 

Although both products are in- 
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stant mix bases for making coffee, 
there is a difference in the com- 
pany’s method of preparation and 
in the ultimate flavur, AA was told 
by W. C. Geoghegan, v.p. of Sher- 
man & Marquette, Nestle’s agency. 


s Mr. Cady pointed out that the 
prize-winning program, a full pur- 
chase price coupon eampaign, was 
the most expensive of five differ- 
ent methods tried by the company, 
yet turned out to be “the most 
economical in the long run.” 
“You’ve never really sold Mrs. 
Consumer a food product until she 
has tasted it, likes it and comes 
back for more,” said Mr. Cady. 
“We therefore decided to coupon 


f.|the metropolitan area with a cou- 


pon good for a full two-ounce jar 
absolutely free, with no purchase 
requirements whatsoever.” 

In the advertising campaign ac- 
companying the promotion news- 
papers, spot radio and spot tv were 
used, in addition to full color in 
Sunday supplements, since in ‘a 
new product, package identifica- 
tion in color is important,” Mr. 
Cady added. 

The success of the combined pro- 
motion and advertising campaign 
was proved by initial orders from 
leading grocery chains, which met 
the company’s nen estimates, 
Mr. Cady said. 


Goes Bi-Monthly in January 

El Embotellador, New York, a 
Spanish-language quarterly cov- 
ering soft drinks and brewing in 
Latin America, will go bi-monthly 
next January. At the same time, 
the Keller Publishing Co. maga- 
zine’s four-time rate of $225 a page 
will become the six-time rate. 
One-time rates wili stay at $275 a 
page. 


Dromey Joins Harold Cabot 

John Dromey, formerly public 
relations director of Anderson & 
Cairns, New York, has joined Har- 
old Cabot & Co., Boston agency, as 
director of public relations. He will 
set up a new department to handle 
public relations and publicity for 
the agency. 


McCutcheon Names Morgan 
Beth Morgan, formerly copy 
chief for Best & Co., has been 
named sales promotion manager of 
James McCutcheon & Co., New 
York retailer. Miss Morgan suc- 
ceeds Ned Irish, who recently re- 


| signed. 


Sub-Tropical Testing Service sub- 
jected new Sunbonded DAY-GLO 
to rigorous testing under blistering 
Florida suns. They reported all six 
of the Sunbonded DAY-GLO colors 
retained their brilliance and glow 
at least twice as long as Regular 
DAY-GLO. 


MAKE YOUR OWN TEST 


Write to Switzer’s for a free DAY- 
GLO Twin Color Tester so you can 
prove, in your own office, how long 


Send direct for your copy, or 
Ask your screen printer to 
use Sunbonded DAY-GLO 
on your 24-sheet posters, 
exterior banners, bus cards, 
taxi posters and other pa- 
per or cardboard outdoor 


ask any Branham Man. 


pThe Rahigh, 


ee ee 


117,496 


advertising. Sunbonded DAY-GLO lasts. Merely Morning 
place the small test panel in a sunny 'N W d 
mS window and watch what happens. c S an | 26 ,0 8 7 
' It’s easy and it’s fun! Ob S e rver 
Sunday 
aia Dav.c10 oe MORNING & (Publisher's - to ABC, (9/30/53) 
till d for in- 
door use direct mail ma. SWITZER BROTHERS, INC. \___ SUnPAY 


gazine inserts and limited 
outdoor showings. 


No. 1 Salesmaker in “The 
Golden Belt of the South” 


“The First Name in Fluorescent Colors” 


4732 ST. CLAIR AVENUE 
CLEVELAND 5, OHIO 


RALEIGH, N. C. 
Rep: The Branham Company 
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BANK AD—With nary a safe deposit box 

showing, this newspaper ad is being used 

by Imperial Bank of Canada, Toronto, to) 

point out how bank deposits help finance | 

better stores and other contributions to) 

modern living. McKim Advertising, Mon- 
treal, is the agency. 


‘Trib’ Forum Will 
Explore Problem 


of Strong Economy 


CHICAGO, May 4—The problem of 
strengthening the economy by) 
raising the standard of living will, 
be the chief topic at the fifth an-| 
nual Chicago Tribune Distribution | 
and Advertising Forum, May 17) 
and 18. 

Twenty-four business leaders 
from advertising, marketing and 
allied fields will participate in 
three panels to be held. Among the 
participants are Bernard C. Duffy, 
president, Batten, Barton, Durstine 
& Osborn; George H. Hartman, 
president, George H. Hartman Co.;| 
John H. Tinker Jr., senior v.p.| 
and creative director (print and) 
radio-tv), McCann-Erickson; Ches- | 
ter Miller, copy supervisor, Leo 
Burnett Co.; T. H. Young, director 
of advertising, U. S. Rubber Co.; 
George H. Brown, professor of 
marketing, University of Chicago 
school of business, and W. Lloyd 
Warner, senior consultant, Social 
Research Inc. 


= The three areas covered in, 
three sessions, with eight speakers | 
and a moderator for each, are: 

Area 1. Marketing to Raise the | 
Standard of Living. The new | 
American consumer-look, market 
dimensions, changing economic: 
groups, the changing design of | 
suburban shopping centers, reha- | 
bilitation of downtown areas, self- 
service improvements and the 
whole field of mechanical and, 
electronic devices are among the| 
aspects to be discussed. 

Area 2. Management Looks at. 
Distribution and Advertising. Or- | 
ganizational setups, distribution of | 
costs, adjustment to a more com-. 
petitive economy and product de- 
velopment are among the subjects. 
scheduled for study. 

Area 3. Advertising to Raise the 
Standard of Living. The new com- 
plexion of the mass market, the 
significance of advertising through 
the eyes of the trained social 
scientist, decreasing brand loyalty 
and current advertising styles are 
under scrutiny. 


A. C. Nielsen Appoints Wyatt 

A. C. Nielsen Co. has appointed 
William R. Wyatt a Nielsen Station 
Index sales-service representative 
in its New York office. Mr. Wyatt 
formerly was in the station rela- 
tions department of the Broad- 
cast Advertising Bureau, New 
York. 


Vera Abbott Named A. M. 

Mr. Vera Abbott has been pro- 
moted from assistant advertising 
manager to advertising manager of 
Weinstein Co., San Francisco de-_ 
partment store. She succeeds the. 


Book of Poster Art Out 


' ternational 
been published by Hastings House | 
|Publishers Inc., New York. The, 


|]. P. Shelley Forms Agency 


J. P. Shelley has resigned as) 
senior account executive of Er- 
win, Wasey & Co., Los Angeles, 
to form his own Los Angeles agen- 
cy. He is now in the process of or- 
ganizing a staff and group of ac- 


counts. 


The fifth edition (1954) of “In-| 
Poster Annual” has) 


volume, edited by Arthur Niggli, . 
contains 500 outstanding posters . 
selected from the current work of - 


artists, designers and art directors 
in 24 countries, with texts in Eng- 
lish, French and German. Price is 
$10.95. 


Booth Named to Sterling Board 
Sterling Advertising Agency, 
New York, has named Arthur) 
Booth, exec. v.p., director of its” 
plans board. Mr. Booth will direct 
all merchandising and research. 


its great to 


be in MIAMI! 


Knows 


COO Ac OBTRTIE OUTDOOR | ADVERTISING 


WSM-TV 


POWER BOOST TO 


100,000... 


In this market WSM-TV is recognized as the #1 television 
operation. We established this position by inheriting the talent 
staff (200 live entertainers), the production, know how and the 
prestige of our radio operation, 50,000 watt Clear Channel WSM. 


We solidified this position as the dominant TV power in this market 
by getting on the air first — back in September, 1950. We spent 
considerable money to build our own micro-wave relay system 
from Louisville (180 miles away) to give our listeners live television 
years before the telephone company completed its own system. 


WSM.-TV pulls all stops to hold its position as the #1 TV operation 
in this market with local programming that includes live telecasting 
of local Vanderbilt basketball games and exclusive TV coverage of 
Nashville’s Southern league baseball team. 


With the combination of local programming to fit local tastes (our 
radio specialty since 1926) and the best in NBC shows (including 
the seven programs which Nielsen rates among the top ten nati- 
onally) we have the bulk of the 190,000 TV homes in this area. 


Our move to 100,000 watts is just another in the chain of events 
which keeps WSM-TV far out in front as the time buyer’s choice for 


selling this rich market. 


NASHVILLE, F 


late Ross A. McAllister. | 
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NASHVILLE'S 
#1 TV STATION 
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It digs fast! 


You can dig a deep, clean posthole in one minute 
with the Automatic ‘““Easy-Way” Digger. This is 
what Standard Steel Works’ advertising told farm- 
ers about their product. Results showed how much 
deeper the new Country Gentleman digs for prospects. 


/ Country Gentleman 
digs fast! 


*¢In the first week, we received over 30°, more in- 
quiries than we did in any previous advertisement 
run on this product. And the inquiry pull has been 
very strong each day since the initial pull,” re- 
ports James R. Reese of the James R. Reese Ad- 
vertising Co. 


Many another advertiser is getting results like 
this from the new Country Gentleman—up-20%, to 
200%, for a wide variety of products. 


Want deeper penetration of the farm market? 
Hitch your advertising to the greater selling power 
of the new Country Gentleman. 
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A Curtis publication * Circulation now more than 2,600,000 
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Let TV Announcers Fill the 
Important Spots They Hold 

To the Editor: The sudden tran- 
sition, catapulting television into 
a major advertising force, poses 
many difficult problems that have 
to be met and solved by advertis- 
ing agencies. And one area of 
agency activity which has been 
more or less neglected is in the) 


relationship and selection of talent | 


employed to perform tv commer-_ going to be working next week’s 


cials. As a person who has been 
on both sides of the fence—that is, 
buying talent and also represent- 
ing announcers—it seems to me 


that the situation bears investiga- | ee teak eels under thane condbe 


tion. 


An announcer or commercial | 
spokesman is a professional crafts- | 


$ 


of all 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 
,man. To my mind, he is in the 


same category as an agency’s 
skilled copywriters and _ artists. 
Yet, only a handful of agencies 
have adopted this attitude. There 
are still too many companies that. 
treat their talent with the “knife 
above the head” approach. They 
refuse to hire him for a specified 
‘period of time. It would seem that 
they prefer to have their people | 
worried about whether they are, 


show. They make _ performers 
strive in an atmosphere of insecur- 
ity and uncertainty. Suffice it to 
say, no human being can turn out 


tions. 

If an agency accepts the premise 
‘that the announcer is an important 
part of the team, why not treat 
him as such? I would first sit down 
with this person who reaches more 
people per week than a whole 
sales staff does in a year, and ex- 
plain exactly what the particular 
campaign is trying to accomplish, 
‘the problem it is endeavoring to 
‘solve. I know this sounds simple, 
but so few agencies do it. 
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GO BEHIND “CLOSED DOORS” 


Now you can get into the offices of al/ military buyers who make the 
million consumers in the U.S. Armed 
Forces, through the pages of THE MILITARY MARKET. This new trade 
paper lets you present your product to the officers who stock the 


buying decisions for the 3! 5 


Service-operated Commissaries, 


and Messes where Servicemen and their families spend most of 
their 8 billion dollar yearly income. 


Guaranteed circulation of 15,000 


publication in its field—means your ad in THE MILITARY MARKET 
reaches more military buyers everywhere, in the U. S. and overseas. 


THE MILITARY MARKET is published by an experienced military 
trade paper staff. News coverage, editorials and features designed 
to aid the military merchandiser insure thorough readership and 
long life for your advertising message. 


Let us help you sell these military buyers. “‘How to Sell’’ informa- 
tion and market data are yours for the asking at our nearest adver- 


tising office. 


HIGHEST readership among military buyers * MOST coverage per ad dollar 


: Cis Gaaisiice: 14006 con aa 


THE MILITARY MARKET 
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ARMY TIMES PUBLISHING CO. 3132 M St., N.W., Washington 7, D. C. 


publishers of 


ARMY TIMES - AIR FORCE TIMES - NAVY TIMES « AIR FORCE DAILY, The American Daily in Europe 


NEW YORK: 41 East 42nd St. 
CHICAGO: 203 N. Wabash Ave. 


. 


ATLANTA: Weover, Inc. 
LONDON e¢ FRANKFURT ¢ 


See 
PHILADELPHIA: R.W. McCarney, 1615 Chestnut St. © BOSTON: dohn Hancock Bldg. 


PARIS * ROME 


_S[(——— 1-0 ; 
Purchaeing 
Officer 


Exchanges, Ships Stores, Clubs 


per month—more than any other 


LOS ANGELES: 6399 Wilshire Bivd 
SAN FRANCISCO: Monadnock Bldg. 


1447 Peachtree St. N. E. 
* TOKYO 


CASABLANCA 


Then, I would have him meet 
some of the company’s executives 
and would send him out to the 
plant to see for nimself how the 
‘product is manufactured or serv- 
ice performed. In this way, he 
builds up a fund of knowledge 
concerning the company and be- 
gins to be identified with it 
and with the job it is doing. 
Once he gains confidence in the 
company through a knowledge 
of its policies and aims, he be- 
comes a more sincere and articu- 
late spokesman for the organiza- 
tion within as wel! as without the 
studio confines. Once he realizes 
that he is working and being ac- 
cepted as an integral part of the 
advertising unit, he is operating 
under healthier and more whole- 
some conditions that are bound to 
show added good results. 

HENry C. Brown, 
New York. 


Displeased by Exaggeration 

To the Editor: As you know, that 
wonderfully entertaining maga- 
zine, The New Yorker, frequently 
publishes small articles from two 
newspapers which have reported 
the same subject differently, un- 
der the heading “What paper do 
you read?” 

This interesting comparison 
game came to my mind when read- 
ing your issue of April 19. A prop- 
er heading for the following could 
be: “What are the Advertising 
Greats For or Against This Week?” 

Page 30, Minneapolis: Dean Jo- 
seph E. McCarthy of the Notre 
Dame School of Commerce spoke 
to 400 Advertising Club members 
on the subject of untruthful ad- 
vertising as follows: 

“Advertising as a matter of long 
practice has depended almost en- 
tirely on overstatement as the way 
to express ideas. In our personal 
lives we soon learn to discount the 
man who is constantly in an up- 
roar, who cannot distinguish be- 
tween the insignificant and the 
important.” 

Page 36: The Creative Man de- 
votes his column to praise for the 
latest Hathaway shirt ad head- 
lined, “To my son Benjamin: One 
million dollars and all my Hatha- 
way shirts.” 

The Creative Man says: “The 
exaggeration employed is little 
different from the exaggeration 
employed in many ads for soap, 
under-arm deodorants and the like. 
The difference lies in the quality of 
the writing, the good humor, the 
obvious spoofing. So don’t let any- 
body tell you that what is said in 
advertising is more important than 
how it is said. If they do, challenge 
them to write this Hathaway ad in 
typical advertising lingo and see 
what results.” 

I have to string along with Dean 
McCarthy. And, if I were Benja- 
min, I would welcome the million 
bucks and to hell with the shirts, 
as I don’t like the idea of wearing 
cast-off clothes. Maybe the “C 
Man” is about ripe to make one 
of the toothpaste copy teams. 

W. Rost. MITCHELL, 

President, W. Robert Mitchell 

Inc., New York. 

Evidently Mr. Mitchell hasn’t 
read The Creative Man on current 
toothpaste copy. 


Interesting but Not New 

To the Editor: Don’t blame you 
for being excited two columns’ 
worth about this new Mexican rev- 
olution in advertising on papel 
higienico, for reading in the ex- 


idea is not new, you know. 


on toilet paper 


cusados (AA, April 19), but the) 


I remember seeing advertising| 
in the public! 


schools of Cleveland around 1914. 
'Printing was directly on the tis- 
‘sue, however, in contrast to the 
interleaved effect of this new 
“Fiesta ware.” 

NELSON H. RANDALL, 
Advertising Manager, The To- 
ledo Edison Co., Toledo, O. 

& e * 

Here's the Reel Showdown 

To the Editor: In the April 12 
issue of ADVERTISING AGE, we note 
on Page 52 “Photographic Re- 
view,” that there is reproduced a 
color advertisement of the Bron- 
son Reel Co. from the May 8 issue 
of The Saturday Evening Post. 
The caption also notes, “It’s the 
first full-color consumer ad run by 
a fishing reel manufacturer.” 

This is, indeed, “reel news’ to 
us. Our client, the Horrocks-Ibbot- 
son Co. of Utica, N. Y., has been 


preteen 4 wal cnening. med 
see ong et weeny Sind of 
teow 4 aremteind BB wees teat Sects ae gece 


sat & mx 
ms 
SORneCEs RETSON ComPaNT, STEAMER TERE pecteng weit 


years. 


months of 1951 our client used 
the four-color reel advertisement, 


a consistent full-color advertiser. 
in national media for a number of 


During the spring and summer 


Advertising Age, May 10, 1954 


proof of which is enclosed. 

Currently, the Horrocks-Ibbot- 
son Co. is using full-color spreads, 
supplementing its black and white 
advertising in the outdoor publica- 
tions. 

No doubt the Bronson Reel Co. 
and its agency have made an hon- 
est mistake. However, it is quite 
apparent that they failed to check 
the advertising of one of the out- 
standing manufacturers in the 
field. 

GeorGE P: HopcEs, 

Moser & Cotins, Utica, N. Y. 


Says Birks’ Reputation Is Safe 

To the Editor: Clyde Bedell must 
have looked at the Birks ad in Chi- 
cago (AA, April 26). To some one 
unfamiliar with Toronto and Birks 
his criticism would probably be ac- 
ceptable. 

Before I moved here ten years 
ago I lived in Toronto and I feel I 
must comment. 

I’m almost certain there are not 
more than three people in Toronto 
who do not know of Birks. It is the 
Tiffany’s of Canada. The “Plum 
Sale” has been an annual event for 
more years than I can remember. 
Birks’ reputation is such that, 
when they say merchandise will 
be sold at a discount, people be- 
lieve them. 

I think Mr. Bedell picked an ex- 
ample that could be true in gen- 
eral, but is unfounded in this par- 
ticular case. 

CHARLES N. PRESNAIL, 
Mansfield, O. 


PUBLISHERS 


Established representative invites 

publishers’ inquiries regarding cov- 

erage of Middle-West territory. 
james k. millhouse 


PUBLISHERS’ REPRESENTATIVE 
5124 W. Irving Park Rd., Chicago 41, 
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“Yessiree, in more than half the gar- 
dens out here in Morris County you 
get that extra flavor right off the New- 


ark News garden pages.” 


Nore Yows 


nationally by O'Mara & Ormsbee, Inc 


Doiky and Sundon 


NEWARK, NEW JERSEY 
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PLAY BALL—Timed to hit early in the base- 
ball season, Mars Inc., Chicago, is run- 
ning this full-color page for its Milky Way 
bar in May issues of Boys’ Life, Scholastic 
Magazines, Scholastic Roto and Woman’s 
Day and in July in the Dell Comic Group. 
The agency is Leo Burnett Co., Chicago. 
Artist-writer Ludwig Bemelmans did the 
artwork. 


‘The Relaxed Sell’ 
Spoofs Ad World 


NEw YorK, May 6—“The Re- 
laxed Sell,” published today by 
Oxford University Press ($3.50), is 
a collection of six articles covering 
Thomas Whiteside’s excursions 
into the world of soap opera, tel- 
evision cigaret commercials and 
high-pressure ballpoint pen sales- 
manship. 

All the articles in this book have 
previously been published in The 
New Yorker, The Reporter or the 
New Republic between 1947 and 
1953. Since his subjects are timely 
ones for the most part, Mr. White- 
side’s essays seem a bit dated at 
this point. 


= The first piece in the book—a 
backstage story of what goes on 
with the Lucky Strike account 
group at Batten, Barton, Durstine 
& Osborn—is famous in advertis- 
ing circles for a strictly non-lit- 
erary reason. This story about the 
hectic business of putting together 
tv commercials for Lucky Strike, 
rumor has it, lost the Lucky Strike 
account executive his job. Be this 
the fact or fiction, the account ex- 


ecutive, who invited The New 
Yorker writer into the _ inner 
sanctum of BBDO, left there 


shortly after the story appeared. 

Mr. Whiteside has a good ear 
for detail and anyone in the ad- 
vertising, broadcasting or mer- 
chandising business who missed 
these articles in magazine form 
will probably find the book stim- 
ulating. 


Jewelers’ Groups Planning 
TV Musical, ‘Night of Jewels’ 

A new hour musical variety 
show, “Your Night of Jewels,” 
will be seen over DuMont, starting 
in September, under the auspices 
of the National Wholesale Jewel- 
ers’ Assn., Philadelphia, the retail 
jewelers and manufacturers of| 
products sold by jewelers. 

Six participations will be of- 
fered weekly to manufacturers, 
who will pay the costs of the show. 
In exchange, in a pattern reminis- 


Gray Has Industrial Products 


cent of the old “Cavalcade of 
Drugs,” the retailers, who also will | 
get sponsor credit on the show, | 
will give the manufacturers choice’ 
display space. Lewin, Williams & 
Saylor represents the jewelers’ 
group. 


Webster-Chicago Elects Owen 


Webster-Chicago Corp., manu- 
facturer of Webcor phonographs, 
assessory equipment, wire and 
tape recorders, has elected Norman 
C. Owen, formerly v.p. of sales, 
president. He succeeds R. F. Blash, 
who will continue as chairman.’ 
E. J. Moritz, manager of the lamin- | 
ations division, has been elected) 
manufacturing v.p. 


In an item about shifts in ad- 
vertising of Swift Canadian Co., 
Toronto (AA, April 19), AA neg- 
lected to mention that Russell T. 
Gray Inc., Chicago, handles in- 
dustrial products for Swift Cana- 
dian Co. 


W. Lane Witt Named A. M. 


from assistant advertising man-| waveguide and 
ager to advertising manager of the equipment. 


Chicago Construction News, a daily 
trade publication. Mr. Witt, a for- 
mer editor of Industrial Market- 
ing, succeeds Robert L. Schock, 
who died in April. 


Prodelin to Josephson, Gulick 

Prodelin Inc., 
has named Josephson, 
| Cuffari, Montclair, N.J., to han- 


W. Lane Witt has been promoted dle advertising of its microwave, 
' communications 


Kearney, 


ZOOms! __ ROLLERS! © 


N.J., 
Gulick & 


SPINS! FLASH WORDS! 


but the 


SCREENLAND 
SILVER SCREEN 
TRUE LIFE STORIES 


this is NOT the hottest group in town... 


PINES WOMENS GROUP is! 


“Performance” alone makes any group of men — 
or media — hot news! Our performance record in one short year 
of ownership speaks for itself: 


20 NEW NATIONAL ADVERTISERS, INCLUDING: 


BOURJOIS, COTY, INTERNATIONAL LATEX (PLAYTEX), 
LANOLIN PLUS, LENTHERIC, LISTERINE, PHARMA-CRAFT (FRESH), 
SHEAFFER PEN, SHULTON, TABU, TANGEE, WESTMORE 


Put Action In Your TV Slides* 
y _ BURSTS! _ 


‘ANIMATED SLIDES 


Y WIPES! ~ jy 
FILMACK STUDIOS 132350. Wabash Chicago, ill. 
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Agency TV Men 
Are ‘Cautious 
About Color Plans 


(Continued from Page 2) 


in terms of black-and-white tele- 
vision. 


@ Even those agency executives 
who have seen presentations on 
the color “spectaculars” NBC-TV 
will present in the fall (AA, 
March 29), have been weighing 
them not so much for the color 
plus as for their potential effec- 
tiveness as monochrome tv vehi- 
cles. 

“We think the industry is wor- 
rying a little too much about color 
at this stage,” C. Terence Clyne, 
v.p. in charge of radio and tv for 
Biow Co., told AA. “They tell us 
there’ll be a couple of thousand 
color sets by fall. That’s not very 
important to an advertiser.” 

Mr. Clyne added that Biow, like 
most agencies, has been experi- 
menting with color tv as a par- 
\ticipant in NBC-TV’s round robin 
of color “premieres” for all reg- 

lar shows, and to find how it will 
work with film spots. 

Mr. Clyne said the agency is not 
satisfied with the film spots pro- 
duced and is not sure that they 
will be used. “Nobody is satisfied 
with what they’ve had or done on 
color—propaganda to the con- 
trary,” he added. 


# Another agency, which has 
heard no demand for color from 
advertisers and has no plans for 
such in the fall at this writing is 
J. Walter Thompson Co. However, 
John U. Reber, JWT v.p., reported 
that the agency has been doing 
exper'mental work in preparation 
for the day when its clients are 
ready to make the plunge. 

Roger Pryor, Foote, Cone & 
Belding radio-tv chief, is not too 
happy with telecasters’ “ability to 
electronically reproduce color 
film.” Though “tremendously ex- 
cited about color in general,” he 
said there is a lot of work to be 
done in this direction before an ad- 
vertiser can make definite plans 
about using the medium. 


s Batten, Barton, Durstine & Os- 
born has been producing some film 
commercials in color, as well as 
program titles for such advertisers 
as General Mills. The agency has 
been “dickering on a lot of things 
for fall,” but nobody has rushed to 


(ADVERTISEMENT) 


F. J. Mayo Elected 
Executive V.P. 


of F. H. McGraw & Co. 


F. J. Mayo has been elected executive 
vice president of F. H. McGraw & 
Company of Hart- 
ford, New York, 
Chicago and 
Pittsburgh. This 
engineering and 
construction firm 
is engaged in 
many major activ- 
ities, including a 
$l-billion Atomic 
Energy Commis- 
sion project in 
Kentucky. Mce- 
Graw uses large 
quantities of steel, 
paint, glass, shi 
ping services, heavy machinery and 
other essential requirements. 


In addition to Mr. Mayo, other high- 


level executives of this firm read The | 
Wall Street Journal. If you sell to | 


business, this is one of the thousands 
of companies you want your adver- 
tising to penetrate. The most efficient 
method is to cover this purchasing- 
powerful market through the Wall 
Street Journal. It is The Only Na- 
tional Business Daily, read regularly 
by men who keep getting ahead in 
business. What an advertising medium! 


|order time on the big extravagan- 


| 


zas at the “kind of money” the net- 
work is expected to ask for the 
super attractions. 

“It’s inevitable with the number 
of clients we’ve got that some of 
them will be in color this fall,” 
Robert Foreman, v.p. in charge of 
the television department at 
BBDO, said, pointing out that 
NBC-TV will be devoting prime 
time to these shows. “But color 
per se doesn’t bulk large in our 
thinking. Whether or not we buy 


these programs will depend on the 
audience they reach for the mon- 
ey. I can’t conceive of anyone buy- 
ing a show just because it’s in 
color.” 


@ Though the agency has been ap- 
proached by NB concerning the 
fall spectaculars Cunningham & 
Walsh’s present attitude is a wait- 
and-see one, F. \M. Gillham, C&W 
v.p., told AA. 

Benton & Bowles, like most of 
the agencies queried, feels that it 


has benefited from the colorcasts 
of shows regularly seen in b&w on 
NBC. On this basis—that is, at no 
extra cost to the advertiser—the 
agency is delighted to go along 
with further color pioneering. 
“We hear that NBC plans to 
televise ‘Home’ in color on a reg- 
ular basis in the fall. We have 
participants on the show. If such 
is the case, we’ll be doing color in 
the fall, but we don’t expect to 
pay more for it,” L. T. Steele, 
Benton & Bowles v.p., commented. 


Advertising Age, May 10, 1954 


Though the Benton & Bowles 
people have been given a prelimi- 
nary pitch on the spectaculars, 
they have not heard enough spe- 
cific information on the “color au- 
dience, costs, facilities and avail- 
abilities to form any clear convic- 
tions,” Mr. Steele said. 

“Nobody has quoted me any 
rates on color yet,” he continued. 


s Lennen & Newell, though test- 
ing for the day when color will be 
“useful” for sponsors, has no spe- 


WHAT'S NEWS IN NEW ORLEANS? 


Today in New Orleans there are more news-making events than ever before. 
And WDSU’s Radio and Television News Department is constantly expanding to 
provide complete coverage for New Orleans and the nation. The members of 
the department pictured here are all specialists in their own fields. Together 
they represent over 53 years of experience in reporting and editing news for 
metropolitan newspapers, magazines, radio and television stations. Using the 
latest techniques and facilities available to the industry, this competent team 
has provided complete coverage of such events as the annual Sugar Bowl Sports 
Classic, Mardi Gras festivities, President Eisenhower's recent visit to New Orleans, 
and Senate Investigation Committee Hearings (‘51 Sylvania Award for first 
coverage of Kefauver Hearings). This well-rounded staff has also attracted 
many local and national advertisers including Barto Appliances, Burton-Dixie 
Company, Esso Standard Oil Company, Jackson Brewing 
Schlitz Brewing Company, Shell Oil Company, to name but a few. Complete 
news facilities and coverage is another example of how WDSU and WDSU-TV, 
Louisiana’s first television station, continue to serve New Orleans and the nation. 


Company, Joseph 
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Advertising Age, May 10, 1954 


cific plans for colorcasting at the 
moment. 

Color tv is “meaningless” for 
advertisers at this point because 
“there isn’t anybody to see it,” 
F. C. Barton Jr., Lennen & New- 
ell v.p., said. He predicted that no- 
body will buy the NBC spectacu- 
lars at “fantastic prices” because 
of the attraction of color. If they 
are sold it will be because they 
are excellent black-and-white 
shows. “The color part will be in- 
consequential,” he added. 


Another agency which would 
like to know more about the pro- 
gram content, cost, etc., before 
commenting too specifically on the 
color spectaculars is Young & Ru- 
bicam. “We have several clients 
who want to get into television. 
The color shows will be in good 
time and this might be one way to 
get them into tv. But we need to 
know more about the shows,” Dan 
Seymour, Y&R v.p., said. 


s Two major agencies asked that 


they not be identified. One of these 
has made color tests on “every 
product in the house,” but has no 
intention of advising any of its 
clients to budget funds for color 
television at this time. 

The other has been working on 
a number of projects and may well 
be one of the first agencies to place 
an advertiser in the NBC-TV spec- 
taculars for fall. 

In analyzing this survey it 
should be remembered that tele- 
vision plans may change a great 


deal before September rolls 
around; that the advertiser interest 
created by NBC-TV’s super color 
shows in the fall will depend a 
great deal on the specifics of the 
programs offered, the costs, etc.; 
that good nighttime periods on net- 
work video may become increas- 
ingly hard to clear and these color- 
casts will be in excellent periods 
(so advertisers may buy them—not 
for the color but for the time, or 
the show itself). 

NBC-TV has not signed any- 


aa) 
weysersreseseyye | 


basses 


we 
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body for fall yet, but the Chrysler 
Corp. contract for 13 Monday 
night color spectaculars, first re- 
ported several weeks ago, is ex- 
pected to be finalized any day now. 


Financial PR Directory Issued 


Financial World, New York, has 
just issued its 1954-55 edition of 
“The National Directory of Fi- 
nancial Public Relations Counsel.” 
It provides both geographical and 
alphabetical listings of 400 coun- 
selors and the personnel of 163 
companies. Purpose of the direc- 
tory is to make available to the 
managements of industrial corpo- 
rations an accredited list of coun- 
sel qualified to perform assign- 
ments in financial public relations. 
Price is $2 a copy postpaid. 


Selvage, Lee & Chase Moves 

Selvage, Lee & Chase, New York 
public relations organization, has 
moved to 500 Fifth Ave. The com- 
pany also maintains offices in 
Chicago and Washington. 


I'M JOE FLOYD... 


| CAN SELL THE 
DAYLIGHTS OUT OF 
YOUR PRODUCT! 


... and the rest of my staff at 
KELO (radio and TV) Sioux 
Falls are terrific sales closers 
too. True, we have an edge 
over the boys in other parts. 
We're right in the heart of the 
4-States ‘money belt’, where 
folks have the most dollars to 
spend ...and spend at 

the drop of a hint. 

Like to get your share? 

Just write, wire or phone... 


and I'll do a Superman to your 
office within a day. 


Channel 11 - Sioux Falls, S.D. 
JOE FLOYD, President 


NBC (TV) PRIMARY 
ABC e CBS e DUMONT 


NBC (Radio) Affiliate 
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THE NEW YORK MARKET 


ETAILED, localized information about New York’s 
trading area of more than 13,500,000 has been 


compiled by the Journal-American. It’s available in one ee a ee 
complete, easy-to-use Sales Control Manual. petent field men to h 
This accurately documented information will be for in-store display spa 
invaluable to you in exploiting the full sales potential These specialists 
of America’s largest, most complex market. of important services, 


securing desirable di 
reporting on dealer 
other useful informatim 
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i . ODAY’S growing trends to self-service and automatic 

will render = * wide variety shopping demand that you pre-sell as many prospects 

including building disploys and as possible per advertising dollar. 
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g| ittitudes, brand popularity and York evening newspaper 242,000 more than the third, 

- the Journal-American delivers maximum impact on the 

the New York market, during full-attention leisure hours. 


s 


\ 


etd 
— 
AMERICAN f) PE 
es Saale iall 2 imal 

oan de a 


PST THE 
vegas 


pas Oo lan Wire elt pa Nee ‘ ogee Pyeee gree | : bY: Fh aia a oe is tee geo, : ie a ios pte pe: toe koakt ne BPS e hod . a hic aga t, Leer fs Senet © as ae Fe ‘ aah Same eben Solel 
nye Ta eee an a baa gy eee w ee Se, Sie ee Pee te Ne, Pk Se oh Fe ae eee TE aye irr Pr ga Mey Seog eR : Eee A cli aie Oe a Ate aes IIE Pas, he Suen en a Me REI yt Re £1 tr ge tt EL 8 
OO RE i Mea aia a as. WP eg ee a Ee Se PEE St eS eee RS SA Blt 4, Chen hehe Eee wn 8 AES Be ee ig! maddie etlie<k era i SESS is URES CF oo gente cae Aree rk to. et Aa : ie cate Oe LR a sgh rt et ee hy he 
oer Water lea mt kee ee ap Fat Ne Os SSN hate: J iO ees KER Gir LES fee ea SS pan cet ashes Fox peer eeite dette "he aes 3 HT Le a eo ae Son, Ee Pern RMR DI Ete! ooo hac Miata wel eee mae EAE oe NET a ee bakes Es eclipse ree 
ae ye OWN Ee ame Chaiey fe Peak ae ax” 1 RIED Paik coy 9 29 95 CG eee, a a, gar tame 1 a Eee re eg os > Ne ar aN aides Se eta Orc Ak as fp ee ene a eee Mead Dy ee Be antes Pf Sierra, ae sie iiss =k een he Pee pee eng 
Ry o> Bah a ph anamnestic ae a 2st 1 AY a ere St cn RM Yes pee PNRM AS emia eri MAN eR eias cn tah Sa ot otc ah ee Sg LA OY a eee etd (9 eee een Cee NE. eg een? 
Ler Cee ste cia 4 Poe rt Be a a PS old ges SI ol IR (emer Batt oe ee a os “a A SPR eme ie err at aE : Ser paraemet = 2 PE ATS eae ie on nee) PIES Au, BS pte poet 7a Sig gO as aes 
yo ee od 
% ae 
i 
| 
’ 
a 
perm . 
a d 
F ’ a 
Rts (0 ie 
eee 
a ees ey 
a eae ¥ fag 
ie : | : , » & 
ee To ae . is ili eee 6 ee eR * aie Sa ee ' nr: 
a =) es i aero es mune _— ee i SAREE BIAS < : ‘a pecan 
ae | Sk Ene SEC Line I mo yp ay Ee oe aa 8 RIPE * shen 
os . pi ERS eae ye ee pan MMe Hig en a ail Rad ea 
cea aah < A =, ea Nina 4 pg Pe 8 = re 1 os RU” Seg Onno BA fee oe Rr ec a .: ered 
ee ae epee eg i i le hia leet Geek ot Deeg sax se ogee Te : ete, 
> ey 1 Si as ate: Se a ts ER ‘ ae a raat aan ms 3 ed 
Be eran? beget, alr ne am mG Dp era: i Ny yt ogee 7 Tle 5 te idgie Wek Lae , a * aes 
a taal Tie amen tee i. ne See eee eT COI a ie tess. = pe wee sia fe 
et eee ae i ee 0 Raaemea ots Mae get. 8 Cee ‘wee ‘ae 
ee Fei r eae oe Si nae. ase Toe tte PSR. 2 re . : ay 
a ae DD) igure per eee. Ue gel caer ate See ae 
et eet? Be ge Adele bao oe gt ge Se a A an : Be 
Laie ae Be a nics lll Alesis oo eteeace tease by eae Noe 
os ee ly 7 ge fe ae RNG bs Say AS : i ice 
ot Sap te Pie (ae ¢ Be age ane ee P PE a9 ea eee Re ES, , aes o hs a ee 
ears re Wet “WGA © 2° «OO fe’ alee 
4 ES Soee + meee Por : ae a a edi by ah. nae ‘ scp gS ES eas 3 rs 
or es ci oo ir. 2: ares riak fi Wee oo “ 
eee : Cl ailied E Lee i a 2Gh ee pace oe eae oom 5 ices i Ae ee. > A. , 
poe —C—lF7— = ee. . a Meg Be ne eee oe a ’ ‘ ; ate poms “e boa: = ees 
ef i, on ss 3 | £ Bs Si be Ta = ves okie a ae Sees ee : *. lek Z re oe aa = 
ht aM: seek i siete . oe F 5 Sh $ eal cour a so es cone “| : : i, S . : ae 
“ ‘ & ‘yea 4 = - : = ie z ; ‘ F. * — eee | Sa oH Pe ey . 
‘ oe ORE i a « i . t: Raiohcie ete a  ea.. in oe © ee ° a See 
. 3 — Ze Be s " > ak Bs pepe 2 x 3 Vee a a x y 
2 af " — = ie . . . PR es RL a lt es =" moe Bee f oS eae _ oe : 
: x ee *" ll = 5 3 : er " Ngee ST aval 7 =a “a5 / tie Bae oe Ee ae - oe 
7 “i 2 sd - 7 _ See ey . ‘ Ey i * ry a _ 7 . = — oe oe ae in ae 
: eee fy ' * a » e rg — “g> - corre is el Z Sa meee eo 
‘ eae = ” eg ee z P ar S eS EE. a : 2 : oe Fe aD ae = < = 
Ps | . , bs :: ‘ . a “ee > 3 ae ast la ., : i Rey Fes out ey alti oe os es oe - tae fe - oo aes oe 2 i 
eee oy | .: “% “ae j i 4 i = i ine ee Seen ‘re a ea : ont et) P ae i we ee on , dug oe hs Le Res . : 
: are “s - 3) Hl Gee NEE ee. esa ee Sa : a nae Rios , ow oie | i a Pe rot ee % 7 . a a & : He 2 ere : =e é 
: a: a ae pes _ a tees § DE Se ns ey ‘>. “pias @ wae - ——_ 
: i a — a <b Gs es ee ; ete. oy" a Pek Pe ae Rt ite 5 eee a ‘~~ ~~ oo te a PRT ae: 
. 7 alee Se eae ag a 1 Se ei ag ‘ cen ae «es ‘. oon "3 * S ae eae a ry = . or ee F 
; eae * AF c. heal eae alte = hes ae Wy Rp te "eee ae. * = - SI eal s SMCS og 2 ae ose a 
| em 2 Oe “s a. ; 5- eam = aS am ~ eae : Aarne pee 
i eis a  - i _ Pe % t ee a . } ow me ph ee dP e: * a Be ae Se a > > re oe Si, 2 saa ae 
ao ‘ ee: - “ Sees 2 . * af : e Sh, ae ee ‘ k bh ae * roo Ae tet ee a : 
(ae } oes : gt ne TOF te ah yh 2S Se . ‘tie. as ‘ . a Ritter say 
ae > iba ‘ Oe eS veneaemiaie ee i a en ay — > —<—— get ee 
inate é ms a — Ber ee See ee te. ge SS, Fe 7 . . ‘ oe . < thd jigs 
gee ; * “tea Tam SER we se’ SC 6 Fe — ov: ee ey eee os 
me j ae P . ee i _ a > ee i z ae , St eee / 5 
Me es aire j , : ; A ping : aes Bei 4 - iithee ha “ eo = et: Re ies’, % seen Rig. at ead "las 2 
ee ia $ = LA 4 ac eee oes. Se « OO et ll SS ee a a en eee 
Se eee | aes eel ee og eee way, *% NI oe aR OR ee a : emer 
: eee } ee ie a SS seas j OO al Pit +, Wie ne ™ = Sr 
i ie | } : oie tate. Ee Soe ie x : Sie , “—_ =a g ee 3 TRE te Bia Seta PP te ~ = , peace 
Co * fo Me mas  peaiinnion Loa Pr 3 $ a " a ; pies 
eens eae ; oa es See ga Bee. te . he Se meee ee i é pe an Seer er aera | fo . seep 
Sat ed ’ - . —* Ra eY cr a * een ae Y Cee Oe etme ee i Mie xy gene 
Ohi. ie ‘a 4 Sars rawr ee oT Bes 9 < s HEC Sd : sin. eet if $8 crete Sate Sis ae gta: 2 “i itl 
: eo : so fa ; ‘ 7 r j 9 ee i oe ee f ia ; 3 . ot eS get beaks. 3 RR et in, 5 tee ; eee a Sag ie “ Taiee j 
ig ety aca i] J ES on sa, ie pen a Teteeen, oe Eee. Se oe Pe ee Ba | Ay ne ER ‘ * 
S03 ie tee ee ges eaeys i in oe es Be pte SK Sites ines Syne Gc ig 
Se A wore. . Le ae ere Se Ome: : eas ’ BO Sia a a . is \S\ Re ety 
eee Q ae a ey ees Rae oe pice baie a e . Be ge € ‘ * Hn EE > awe ie. ee a ee 
i tree VS . 4 Se ale ae iy" é FE ss ao ee... a ee "ie, See fee. a Es es eS vite a ae 
i tres - Pes ie eee. . PR eer ay Pa ores A eee ees a SE Wigs i ‘eat ae . ats es 
a? 4 7 lee Ne Cte et ei a ta ee , : * ee AE eg ie ‘ 
aia ai . 7 you rs ie ae Eee . = Jaya Per a. . ee re a = OS aah eee Ses pea permet pile 
in fo * - wont oo wt aie aes SEO ae ~ = ie ee a —— : <i ere OL et gee 2g 1 eh re eee 
hers ale ee Bie ee soa ea ws ‘ : = e oats ‘ s . a Pee ee Re oa ; 1 Pe deals Se RES Py me 
be seuss ‘ wee ee ve : : Se TO i ks are ony 
se ae * 1 ay ee Se fe SF Sa ~ tes <  aet 7 ihe 5 es a Bee Uh eT se a EEE i since 
Sepp Ong SAS i od eo: GEE lagi! “sare Metals: et Sew eee, BP wee . — & ay aa a TET a ge OO a 
a AN | a ~ ’ TR aie Seas aes a . — tageones 1k Sagi ; . —_ he SY ee ee ae i oo ye Sy: 
5 ’ a ot : ae ~ Vath cule tani tare ee ee sak ek * ee ee " MESSE tees . ¥ ein: 
es a a - . ce oa ee aria Ee a Bech. 5 a , = ~ Aerie cs ee Bs pect Bs ae 
ey. 2a > oat, ae i eee odes x 5g x. ss Bete : —_ be < * “s oe 
ae we eee enat), 0 Re ae eae aie . Se saad es Ot z > : ¥ * a ‘ 
ere ee sey Seek ER Ns eS meme fe ee Pa ae oe ‘pete er g 3h. ‘ * —_ Bee, 
ta ae a ea ston ay ARE Sa. eri ae. e Tag Begg eR Be gh . vs mesa 3 te art 
ne eee fo 3 ‘ % a aoe Pea aoe bs bese is Prougi we F ok Se Pe - * be 2 ei ei ee fea 
™ oe yg SR eS ‘ X - ae ae < % Bee? * lie . os. 2 ee a4 eS Po 2 Sa, 2 
pee : : ‘ " Sigoeies “G« ie “ag et a +¢ x” 4 : ‘ F 
; ee ae le eet ene ‘ 4 - Se ‘patios i i Sle ae 
op I are aa aaron ts $name * Pinar: Sea ee ee By Ria ee ee ad “nee eee re Oe et fi A ie 
Ae ea ee ieee : Tops * rata Pent ge nad ae ‘ ae Sree WS Re ee ag Se gin tee in "A i $ ate iets i ; 
ae ee BC aac Vie te.’ wae ‘Zs pede ow ee ia ae eae ai Oe a eae Smarr tek mot Gan ‘ ge : 
BAT lg ik i - aee  S , ese . BOER ne Pie ae gesagt TN pei Seemed (etnias ae 
ca jc ge ae a fo ORAS Be ee rip eae ee rt eee a ee ae pied . . PONS Se ee fe Oe ee qe i ae 
eae pny eae saclaae Sag Nie — gece os a Saar maaan Seal keh : Nees PRN nt 6 a Fs a ge 
Beas et oe RE Moet ees a Bl oe ce tee ee atc. : P ge aah es oS oe net kee 
eee oe, ie: ina ae i ab Be pet a ee eure ae” P eda, ae Cee aes a ee ie pines 
FPP eae ve ame: os Agr eee aS, eee, be ee a 
Sg: 9 Yad ae Bae op aa gk IC Ae Re es ere y Re ee rhe eae athe? * ee 
aie ee - - fee ees ta Ee ere Ee a eae Ge ae 
pes | ee ee ee. eae ae ae a i le as : z - ; Bice, Seay sige eee ne <> 4) 
Se © he pe he aos Cone : — oan Sl sae! me - OF NGS Tupi ee a on ices 
Le sath Seat ee. , 4 ies pet ol aie at Pie a gers eel: ee ae 2 tenet es . : neat 
eta, * baie oie pene! ie Jr, URS ek ee le go Po ; ty ; : is fae Se Bey, 
ae e PE: ' eae ae cat gale et oe ae ie eee SUR Ga Paes : * oe ee : nk ue, basis’ aeaugee ae 
ere ti, baat | Mod hee ae So ite ee ee oye Cae : ete We oe oe ye 
Sle i os } = oe aby PRD pecans Gre ae Pe re a ° : ee ba elt lag 
SC aaNet A ee es ia ah sg SN SE ee eee : re on 
es is } ee ae be Sec ees ip aa oe — Bae Fhe ea : q . je i ips ae ee 
ae Poa: ae x iets, cat ae : TF sf ee: Ba ee 5 rs ph 
Fie Sash : ; “ i ‘ aot 
Pew are 
Sopra mee Peet 
Bee 9 S, 
Bea St i re ; 
pie seas " 
a aa i 
7 ee, a Seen 
ui tet a ae 
et i ar 
ee Be 
So Tenshi | eau ee) 
Boa Se Sp ga a _ aire oes 
ah tay “ rt aes 
Were eis 4 : 
CEE : = is 
; - eet a ; ose ‘ ST ; be Ss i os * E — a oh r 
: : ne . ys ea A ERS 
. st j - ba te ee 
7 mle a ar . 6, os 2 : 
‘ — IM 
¢ i? 
2 - Ls ra “2 m er = « ie © , “ a e 7. 4 7 os , a 
} pak Paps cy NEI alah: hiv ak y it SS cy ce iN Pe af Sette * J — ; < RY ee b Morea ’ 
:* ede ake oo. Pe pp ennEaresringis ea a aoe ae me en? a he s . ae le Bai fc fe 
bce he at ee f " : a hf ae & “ ate é 
™ J Telegre 1 . as ~“sus “8 —. oe i i. oe Pe ing es 
Z : ‘ thon... Drain ienncnevanenliaveinen goon "ae a F a iy vend a ae ’ OF dS F ‘seo 
re an nts x , , BS - 
J Sia eae P = ; i Fl ’ ' 
5 ce, ; 
, A HEARST NEWSPAPER 
ager - oe a 
; | 
‘ 7 . Nae 7 Jy 2 We 4 F ao ee - * rs ae ‘ « Say bis es ato Foe Bg $ mae ~ ms % ee :y eg ue 9 y 
Ps ‘y he ) gill A ie . a rea a f - Ps 4 a gat hie aes ra ee : = os Lea Sg : ee ° age te * ew | poe + e 


40 


PHOTOGRAPHIC REVIEW § 


READY FOR THE AFA—When the Advertising Federation of 
America meets in Boston next month, delegates will have a 
chance to see an exhibit of advertising art staged by che Art 
Directors Club of Boston. Finalizing plans for the show are 
(left to right) Thomas Baker, Baker Studios; Henry B. King; 


BORTON HONOR—Elon G. Borton (second from right), president 
and general manager of the Advertising Federation of America, 
was the guest of honor at a Tallahassee garden party, after 
he spoke at the dedication of the new Elon Borton Chapter of 


QUEEN OF THE MAY—At the base of WTAR-TV’s new 1,049’ tower—"‘tallest Maypole 

in the world and the tallest man-made structure on the Commonwealth of Virginia’’— 

some of the participants in the station’s tower dedication are gathered. In the usual 

order are lady-in-waiting Jane Carol Crofton; Campbell Arnoux, president of WTAR 

Radio Corp.; May queen Peggy Harvin, also Miss WTAR-TV; Mayor Tillman Cooley 
of Woodland, Va., and lady-in-waiting Hampton Slingluff. 


Stephen O'Leary (seated), McCann-Erickson, exhibit chairman; 
Earl Bean, Barta Press; Jaques DunLany, John Donnelley & Sons; 
Mary Kelley, committee secretary, and Elwood Blankenship, 
Hoag & Provandie. Medals and certificates of merit will be 
awarded for the best entries in the show. 


BOOM AHEAD?—The smiles here may have been caused by the promise of o busi- 

ness boom voiced at the National Industrial Advertisers Assn. regional marketing 

conference in Pasadena (AA, May 3). They belong to (left to right) Robert Chambers, 

president, Magna Engineering Corp.; Gerald Holtz, advertising and sales pro- 

motion manager, Farr Co.; Edwin Rowebottom, Canadian deputy minister of trade 

and industry, Vancouver; Joe Allen, McGraw-Hill Publishing Co., and Dr. Dexter 
M. Keezer, v.p. and director of economics for the publishing company. 


Alpha Delta Sigma at Florida State University. Others (I. tor.) are 
Donald Roger of Alpha Delta Sigma; Dr. Royal Ray, head of 
the university's advertising department; Mrs. Alfred Maclay, and 
Grace Birge, president of Gamma Alpha Chi at the university. 


PREMIUM SHOW—Margie Lee, skating star of the Conrad Hilton Hotel’s ice show, 

poses at the International Silver booth at the National Premium Buyers Exposition 

at the hotel. Left to right are Gordon C. Bowen, president of the Premium Ad- 
vertising Assn. of America, and Arthur Cook, Lever Bros. (Story on Page 1.) 


CONVENTIONAL CEREMONY—Gathered for the customary contract signing cere- 

mony, marking the advent of Wynn Oil Co. on network tv, via NBC-TV’s “Today,” 

are (seated, from left) N. S. Maxwell, v.p. and advertising director for the company; 

William Storke, network account executive; (standing) John L. Sullivan, Batten, 

Barton, Durstine & Osborn; Carl Wynn, president of Wynn Oil, and John K. West, 
v.p. for NBC’s western division. 


NOTRE DAME SPEAKERS—James E. McCarthy (left), dean of 
Notre Dame’s College of Commerce, talks with four of the 
speakers at the university's sales and advertising conference 
(AA, May 3). With the dean are Ross Roy, president of Ross Roy 


Inc., Detroit; George M. Benson, director of sales and research, 
Ford Foundation Television, New York; E. S. McKay, executive 
consultant to General Electric Co., New York, and M. Joseph 
Meehon, U. S. Department of Commerce, Washington. 
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Thayer Sells Stock, 
Quits as President 


of Pocket Magazines 


New York, May 5—Edwin F. 
Thayer has resigned as president, 
publisher and general manager of 
Pocket Magazines Inc., publisher 
of Tempo, pocket-size successor to 
Quick. He has disposed of his 
stock interest to R. Eugene Damon, 
head of Atlanta Lithograph Co. 
Mr. Thayer will announce his fu- 
ture plans within a few weeks. 

In addition to Mr. Thayer, six 
other members of Tempo’s staff, 
who together held 51% of the 
stock of Pocket Magazines Inc., 
have sold their holdings to Mr. 
Damon, who was a 49% stockholder 
and now becomes sole owner of 
the company. Mr. Thayer is the 
only one involved who has left the 
company so far. 


@ The reason for the sale is in- 
volved. Tempo was in debt to 
Atlanta Lithograph Co., which for- 
merly printed 25% of Quick, to the 
tune of about $100,000. Mr. Damon 
insisted on majority control. Ne- 
gotiations for the sale of stock 
were undertaken, and in exchange, 
it is alleged, the sellers were sup- 
posed to receive contracts assuring 
their employment by the company 
for a specified time. 

These negotiations were never 
completed, AA was told. As a re- 
sult, the stockholders involved 
brought an equity action against 
Mr. Damon. Trial was to start last 
Monday, but the opposing lawyers 
worked out a compromise whereby 
Mr. Damon bought out all stock- 
holders. The amount involved has 
not been disclosed. 

What plans Mr. Damon has for 
Tempo were not revealed. 

The first issue of Tempo hit the 
newsstands last June, as a 10¢ 
pocket-size weekly. It carried no 
advertising, and solicited no sub- 
scriptions. It was planned as the 
first of a series of pocket maga- 
zines to be issued by the company. 
Initial press run was between 400,- 
000 and 500,000. Since then circu- 
lation has dropped to about 300,000 
copies. 


Cinzano Inc. Expands, Moves 

Cinzano Inc., New York, has ex- 
panded its organization and now 
is sole importer and distributor in 
this country of Cinzano Italian and 
French vermouths. Offices of the 
company have been moved to 1 E. 
57th St. Increased U.S. vermouth 
sales of about 35% in the past five 
years were cited as reason for ex- 
pansion. Advertising, through Rob- 
ert W. Orr & Associates, New York, 
also will be increased. 


‘Newsday’ Gets ABC Zones 
Newsday, Long Island daily, has 
acquired ABC-designated city and 
retail trading zones for the first 
time in its 14-year history. ABC 
now has included all of Nassau 
County (1950 population 672,765) 
in the city zone and all of Suffolk 
County (276,129) in the retail 
trading zone. Formerly that part 
of Long Island outside New York 
City had no city zone designation. 


Builders Group to Hutchins 
The Rochester Home Builders’ 
Assn., organization of home build- 
ers in Rochester, N.Y., has ap- 
pointed Hutchins Advertising Co., 
Rochester, to handle its advertis- 
ing and to direct promotion for its 
annual home show. Newspapers, 
radio, tv, bus cards, posters, direct 
mail and bulletins will be used. 


Steele Joins Mead Johnson 

A. Thornton Steele, acting asso- 
ciate dean of the school of busi- 
ness of Western Reserve Univer- 
sity, Cleveland, has been appointed 
market research director of Mead 
Johnson & Co., Evansville, Ind., 
pharmaceutical manufacturer, ef- 
fective June 7. 


Packer Promotes Runyon 

California Packing Corp., San 
Francisco, has promoted Everett 
M. Runyon to promotion depart- 
ment director. Mr. Runyon, who 
has been with the company 35 
years, succeeds Wilmot P. Rogers, 
who has retired. Myron Close, a 
retail salesman since 1925, has been 
promoted to manager of sales re- 
search and planning. 


Two Join Standard Outdoor 

Smoot Advertising Co. and Kan- 
awha Valley Advertising Co., both 
operating in West Virginia metro- 
politan markets, have joined 
Standard Outdoor Advertising, 
New York. This brings member- 
ship of the non-profit industry or- 
ganization to 27 companies, oper- 
ating in 21 states. 


Jeweler to Farson, Huff 

Mayor’s Jewelry Co., Cincinnati 
retail credit jeweler, has appointed 
Farson, Huff & Northlich, Cincin- 
nati, to handle its advertising. Ad- 
vertising will revolve around a 
question contest over WCPO-TV, 
Cincinnati. 


NUCOA does... 
on the Number One television station. 


PICTURE YOUR PRODUCT 


2,195,292 times a week in New York area homes.* 


WCBS.-TV CBS Owned, channel 2 


*Family impressions per week, N.Y. ARB, March "54 
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This is interest 


This is ENTHUSIASM! 


The American Weekly creates ENTHUSIASM” 


Mother swings into action when she reads The AMERICAN WEEKLY. . . 
so do father and the youngsters. In the truest sense, The AMERICAN WEEKLY 
is a family magazine— inspiring the enthusiasms of people of all ages— 


reaching over 9 million 600 thousand homes each Sunday. 


Dhe 
AMERICANWEEKLY 


“ ENTHUSIASM is interest raised to the buying pitch! 


THE AMERICAN WEEKLY, 63 VESEY 
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Sure we get tired. 


Making color process plates good enough and fast enough 
to please our clients is hard work, 


but you should see the results | 


TINT GUIDE FREE 


A really handy gadget with 


full 


ray scale an 


corre- 


sponding tone values in stand- 
, yellow and blue. 
Write or phone for yours. 


ard re 


ELECTRO-MATI 
10 W. Kinzie Street, Chicago * DElaware 7-1277 


Charles G. Mortimer, new presi- 
dent of General Foods Corp., will 
continue to tell stockholders how 
much GF spends annually for ad- 
vertising, a practice started by his 
predecessor, Austin S. Igleheart, 
now board chairman. Whether this 
information will be released to the 
press remains to be seen, but it 
|probably will be. 

Business for the remainder of 
1954 for the food industry in gen- 
eral and for GF in particular, Mr 
Mortimer believes, will continue 
good. 

He refused to comment on the 
recent agency changes made by GF 
(AA, March 29), but AA was told 
that no policy action at GF is the 
result of any one man’s thinking. 
It is invariably the result of the 
composite thinking and experience 
(of the management supported by 
careful analyses of specific prob- 


"| lems and situations. 


e+. cant beat ’em for advertising and informative labeling 
-on the PRODUCT, PACKAGE or POINT OF SALE!” 


Make your products talk! Even when there’s no salesman around, Avery Kum-Kleen Labels work 
for you—at the point of sale! With fingertip ease they're laid on the product or package to point 


mate 
geet 


of) 


SPECIFICALLY lea. 


Here are a few practical uses of Avery Kum-Kleen 
Labels. Where can your business use these labels 
in sales promotional work? 


e trade marks @ point of sale stickers 

@ anniversary promotions —_@ product information 

@ product identification @ special instructions 

© guarantees @ warning labels 

e price labels e address changes 

@ diagrams @ package labels 

®@ servicing instructions © contents labels 

@ sales stickers e color coding 

© special feature labels @ maintenance instructions 


@ special promotion stickers @ advertising tie-in labels 


AVERY ADHESIVE LABEL CORP., Custom Div. 133 


117 Liberty Street, New York 6 ¢ 608 S. Dearborn Street, Chicago 5 
1616 S. California Ave., Monrovia, Calif. ¢ Offices in other principal cities 


[_]Please send case histories 


reser @ me ee\ ~ 


OO) Have the Avery Label 


out sales features and advantages —informa- 
tion and instructions. They tell your cus- 
tomer what he’s buying...why he should 
buy...and how to use it! 


@ For advertising and merchandising work, 
Avery Pressure-Sensitive Labels put your mes- 
sage right where you want it—on the package, 
product or on any clean, smooth display surface. 
@ Avery Kum-Kleen Labels are on in an 
instant—with no moistening or waste motion. 
They stick tight and won't dry out, curl or po 

off...they stay neat and attractive A hoe 
rough handling—yet they're easily nauk 
when necessary, without soaking or scraping! 
@ Available in any size, shape or color... 
they're individually die cut on sheets or in rolls 
for automatic labeling at production-line speeds. 
Patented Avery Dispensers, in either manual 
or electric models, can save you real time 
and money—write now for more information 
and free samples of Avery Pressure-Sensitive 


Labeling—do it today! 


and free samples man call 
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You Ought toKunow e Charles G. Mortimer 


Since his election as GF presi- 
dent, April 7, he has been deluged 
with requests for interviews and 
invitations to speak before various 
meetings. Because of the demands 
upon his time as chief executive 
officer of the company, he is be- 
ing forced to limit his outside ac- 
tivities for the time being. 

Brooklyn born and eity-reared, 
Charley Mortimer, as he is known 
to practically everybody at GF, is 


.|a man who has realized a boy- 


hood ambition and developed it 
into a gratifying and not unprofit- 
able hobby. 

He owns a 400-acre dairy farm 
near Montague, in Sussex County, 
New Jersey, where he raises Hol- 
stein-Friesian cattle and Morgan 
horses. 

He also has a home in Glen 
Ridge, N. J., but he is selling that 
and has built a new home in 
White Plains, N. Y., wnere GF es- 
tablished its headquarters a month 
ago. 


= Mr. Mortimer is one of the few 
executives now heading a large 
corporation who has had practical 
experience in all phases of adver- 
tising and marketing. He knows 
advertising both from the point of 
view of an advertising agency ex- 
ecutive and from that of a com- 
pany advertising manager, for he 
has been both. 

Now 54, he began his business 
career at 16 when, in his senior 
year of high school, he took a job 
as expediter for a division of Stone 
& Webster to replace a friend’s 
elder brother so the latter could 
join the Army during World War 
I. The most gratifying fact about 
that experience, Mr. Mortimer re- 
calls, is that he was able to grad- 
uate with his class by extra study 
and the indulgence of his teach- 
ers. 

When he was 18 he joined the 
U.S. Naval Reserve and was as- 
signed to a training course at Ste- 
vens Institute of Technology. Af- 
ter the war he worked for National 
Aniline & Chemical Co. in its ex- 
port department for a little over 
a year. In 1921 he answered an 
ad and became a baking powder 
salesman for R. B. Davis Co. 


s He was a successful salesman, 
but overloaded his customers, and 
learned that sometning had to be 
done to show custemers how to 
move the goods he sold them. That 
was when he discovered the power 
of advertising, and decided to learn 
all he could about it. 

As he explains it, “It took six 
months and a lot of persuasion to 
get a letter of introduction to Wil- 
liam Johns, then head of the old 
George Batten Co., now Batten, 
Barton, Durstine & Usborn.” But 
young Mortimer sold himself and 
joined the agency staff, in 1924. 

When the agency got the Col- 
gate account, Mr. Mortimer was 
made head of a team to handle 
it. During his agency days he 
worked with such men as the late 
J. Stirling Getchell; William Ben- 
ton and Chester Bowles, who were 
later to form Benton & Bowles, 
and Ted Bates, whe also hung 
out his own shingle. 


= Charley Mortimer ieft BBDO 
and joined General Foods Sales 
Co. as a v.p. in 1928. He became 
v.p. in charge of advertising in 
1943, and was given responsibility 
for all marketing functions of GF 
in 1947. In 1950 he‘ was named op- 
erating v.p., supervisins four of 
the company’s product divisions. 
He was elected a director the 
same year. In 1952 he became exec.’ 
v.p., and last month was elected 
president. 

Everybody engaged in any phase 
of distribution today, he believes, 
is faced with a challenge of gi- 
gantic proportions. As he has fre- 
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Charles G. Mortimer 


quently said, this challenge be- 
comes acutely sharp and clear 
when the dimensions of the con- 
stantly expanding economy are 
considered. 


s “There is a challenge to all of. 
us engaged in sales and advertis-| 
ing to distribute more and better. 
goods and thus permit continued 
greater productivity, which is such 
a pressing need in an ever-expand-| 
ing economy,” he points out. 

“And the advertising part of 
distribution can play an importart 
part in meeting this challenge by 
creating an ever-increasing desire 
for more and more things, and by 
thus increasing volume and reduc- 
ing unit costs.” 

Mr. Mortimer is a former chair- 
man of the Assn. of National Ad- 
vertisers and was three times 
chairman of the Advertising Coun- 
cil, 

He is the father of three sons | 
and a daughter. His eldest son, | 
Charles G. Jr., has two daughters. | 
It is said that the president of GF, | 
who can be as hard as steel in 
business, if a situation requires it, 
is “a complete push-over” for his 
little granddaughters in any situ- 
ation, and he doesn’t seem to mind 
who knows it. 


| 
| 


Shows Falstaff Tops List 


Falstaff beer has won the all- 
time high preference-rating of any 
beer in the San Jose, Cal., area 
with 37% of the beer-drinkers 
listing it as their favorite, accord- 
ing to a consumer analysis survey 
made by the San Jose Mercury 
and News. The beer was intro- 
duced in this area in February, 
1953. 

Other favorites listed in the 
cross-section survey of 1,700 fam- 
ilies living in the San Jose Audit 
Bureau of Circulations city zone 
are Burgermeister, Regal Pale and 
Lucky Lager. The analysis, which 
contains population data and brand 
preference percentages on foods, 
beverages, soaps, toiletries and 
appliances, is available from Rid- 
der-Johns Inc., the newspapers’ 
representative. 


Cather Joins Phil McHugh 

Col. Myers (Bud) Cather has 
joined Phil D. McHugh Co., Los 
Angeles, as an account executive 
on aviation and allied accounts. 
Col. Cather operated his own agen- 
cy in Lincoln, Neb., before his re- 
call as a deputy B-29 wing com- 
mander in Korea. 


‘Collier's’ Names DeLone 
Joe DeLone, formerly advertis- 
ing manager of Today’s Woman, 
has been named Philadelphia) 
manager of Collier’s. He will su- 
pervise “an expanded sales opera- | 
tion” in the territory. 
| 


B&B Elects Donovan V. P. 

David Donovan, account super-| 
visor for Benton & Bowles, New| 
York, has been elected a v.p. of. 
the agency. | 


Hotel to Shaw & Schreiber 

The Ritz Carlton Hotel, Atlan-| 
tic City, has appointed Shaw & 
Schreiber, Philadelphia, to handle 
its advertising. | 


| Heck to ‘Popular Mechanics’ 

| John W. Heck Jr., formerly with 
|\Cresmer & Woodward, newspaper 
representative, has been named to 
the staff of the Los Angeles ad- 
vertising sales office of Popular 
Mechanics. 


Booksellers Names Seidenbaum 
Barnes & Noble, New York 


named William G. Seidenbaum & 
Co., New York, to handle advertis- 
ing for both its retail book stores 


WKY-TV Appoints Dunn 

| WKY-TV, Oklahoma City, has 
‘appointed Wallace R. Dunn to its 
sales staff. Mr. Dunn was general 
‘manager of KGLC, Miami, Okla., 
| until he was recalled to active duty 
| with the Navy in 1950. 


‘Bride’s Magazine’ to Kimball 
| Brides House Inc., New York 


bookseller and publisher, has publisher of Bride’s Magazine, has| William G. Morrisey, formerly 


_appointed Maurice A. Kimball Co., 
'San Francisco and Los Angeles, to 
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| John V. Deacon has been ap-. 
pointed manager of advertising| 
and sales promotion of the West-| 
‘inghouse Electric International Co., 
New York. Mr. Deacon, formerly | 
‘assistant manager, joined the com-_ 
pany in 1945. 


Boland Appoints Morrisey 


‘copy supervisor of Fletcher D. 


Richards Inc., New York, has been | ro 


and its publishing branch. 


| West Coast. 


| represent the publication on the named copy director of Boland As- | 


|sociates, San Francisco. 


1475 Broadway, New York City 


Westinghouse Boosts Deacon | 5|38 Police Chiefs buy: 
Parking Meters 
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There are three steps 
in an appliance sale 


Six feet. Three steps. One sale. Distributor, Distributor 
Salesman, and Retail Dealer. It takes all three to move 
the goods. Get them all in step, and your sales go 
marching along. 


Every one of these men is on the lookout for new 
sales ideas. They are always alert for a new promotion. 
That’s why they keep their eyes on Electrical Dealer. 

This is the magazine they read. This is the magazine 
they turn to for real help with their sales problems. 

Distributors use Electrical Dealer to keynote sales 
meetings. Distributor salesmen watch it for sales-mak- 


re: 


SALES OFFICES: 
CHICAGO 11, ILL. 


WHitehall 4-0868 
Walter J. Stevens 
Orrin A. Eames 
Lou Porterfield 


PRospect 1-0505 


THE SALES MAGAZINE EDITED FOR ALL 3—DISTRIBUTORS—DISTRIBUTOR SALESMEN—DEALERS 


CLEVELAND 15, OHIO 
22 E. Huron Street 1836 Euclid Avenue 


John E. MacArthur 


ing promotions they can use with their dealers. It is 
the only appliance, radio, TV magazine that provides 
a section edited exclusively for distributor salesmen. 


Dealers read Electrical Dealer for tried and proved 
retail sales ideas — for window displays — for better 
methods that will make their business more profitable. 


These men are setting a brisk pace for more sales 
right now. To get them in step with your product, put 
your sales story in Electrical Dealer, the one magazine 
that covers all three steps in an appliance, radio, 
TV sale. 


THE APPLIANCE-RADIO-TV SALESMAGAZINE 


sumaey ELECTRICAL DEALER j(2/om on 


NEW YORK 17, NEW YORK WEST COAST 

101 Park Avenue MCDONALD-THOMPSON 
MUrrav Hill 3-0256 San Francisco Seattle 
J. H. Thomson Los Angeles Dallas 
William G. Dunn 


See ae ee ee ira Pee Pag hee eee SO PS ae w eke errs Wa eae SEES emetic sie Bt aa ca Son Re otc. ee SAM RR De eC ae, Sh i Bear. alae, BE Ooo an ene ag ee I lg oes ee ee hate aes Pe ee eR en 
Te tek SX Dag gS ko ee Ree ae RTE Sh phe Pog Ee Fo), Gg ae oem 28 Sg oe a eameenetd ; : a pe ciee pie RASS) cae eae. oil 9 Ae eens 'nd ath pit AD oo a ee pregnancies MO AIR RL SS ch ROR Sy SPE RRND tinny et aly: SAS ga Nake aa ea 
Re eRe Ss aRe Pe whch Oeeen sO SSM yc Nas «Vee RaRee een Meine emirate ta «Mane MSS ee psc 8 Gao ee gage Nee cute tre eon Bi PEOat Se ral le a aga hepa aes ye Se 
ee | ees Sea eae RA ete EA rin aie eg ker US a ao ery shy CMR we et Cay oe pea ey oo mae Janeepedeet Be ac Aah ae Mea SRY ah oS ee ok tie newts ok sn meee ee Re ee sts ek hill A ea ot ye nO, enc i ie os OS aa 4 ee 
ees Pa oo! ee eT Ya ls 
pbs ie: es, 
Lepage | ; 
he py ik 
ya Advertising Age, May 10, 1954 
: eo || g a 
a te 4 
— oa eat j ; EC! 
a Mes i E - ECA! 
2 MOPS. ons eel 
: a ; hs -, bee — a ad \ ? 
oad a op stead oh ncaa 4 Qa : 
7 7 eae rie " we " 
<< eh ae * ey oe : =~ Le ae 
Bil ee ~~ ; : WT 
a i i SS rd Ne es | | ah tt “2. 
te 4 Pa z: | | ; 
‘ fe oe nd ae eS § eee . ; 7A . e “ee. a 
ae —— . ee ’ . a = \ aes, ; 
OB ee Sei sag in keeles 3 ae : :. ww 
—. . « - | AE ee Oe a 
— — ge : 
38 , 
_ i ei ELL LAL ALLL AA 
va, 
gee? , Bo ee sy ae w 3 
Seer OP OY eS ae Eo t , —. 
ee ee | a x é 4 : ia a of “ x oy. ee: ase ‘ / is 
BS eas : , pb toes ee aD ; Shae oS: oe . : ae 
rg ae ae y ee a Pee. , hee eee. | $9 a 
; Bs eae f a 4% 4 bee: ee A! or FOP. SS ea 2S. J S a os Base oe 
ed 3 gre «ae eee i SR ie om 
BY sna PS | | aie " rs : >» SRT fd ge p . Pa eee ie a! <n ‘ ~ 5) Song H si 
ihe ser? s ; 4 5 4? 3 as “ze , ‘ eos 
A Bs ie 4 - * Pa ' s. “ (Ve x yz ! pat 
Seat oe a * a Fe én . € i ies aS F } ‘ oath x ay... ee - 
1S eae ¥ - See a Be SRE Ss -. 2 G re ines 
PP: . eee 2 Cy sees SS ae > oS er 
a ae ae Seis a. ~ > far oo 
oe Seer ti Aes f —" * eee Ss fo bin Pig ae 
Oe j We Pty 2 SP, A ; aS Py Pie PE ; 4 : “2 os oy d ei 
eae OE ge ee Peseta ee 7. a 4 oe - GG Siig i ee 7 blue 
ae ee Sy eS + Mees ' i * te ce a 
eee 5 tae Seer . x. Sigs SS : :  % % es " g al 
i a eres wer eo ee. B Seer eae Pa "hen a Me * sae 
ete ee f ao ee a . al er - ia ~ ty _ F* 
eee ry —— 7 “ee ee " a F 4 " % "\ . j : ; 
tne me Ye Sir. a 5. » fe Se Pa: 4 a. 
ats = | ° 'e4 238° « ae , - » i i dn za ; he 
Tee ee: ieee 2 2 ee ae: JY ee ae S 8 a Pa a “es ‘ eo ag 
pie ae laa eae Sa Fe oy Bo x, _s & aie 
ogi et mi A ae “Sy aes $, 2 re ia i é / a¥ “ “ z a * ’ * } i my 3 
i ae | ‘ ates ‘ . % Fr 4 3 4 7 mo es 4 + ; “ Re % ee + ah , , 
Ba ' ‘ ‘ ee | Ss - é wu es ee = ah Re ’ i : ? ; 
<i ; 1 8 z iS a f ie: > ; x «eX . 3 P by. j . 4 
) BS ¥ fale ° ae “ SY A ‘4 3 Be a “or se . . | 2 $ - ‘ee 
\) e ae eee Te is _ y oo it & s i atl 
ee Ae ae ey 5 { a> . —— £& 8 Pes é . ~~ Ww . ee oy 
: sate | _ ae . 3 : yo % el ‘i 5 
Sere” we Pos Keer ae: | (3 ja Cees | eer en ,. 
es : £3 an’ ag" ft ie Bee V, . aN : | i 
— \ a a He ye Fa SS ee ‘ . £ ae 
; 1 Be ye oa AEs gh lor ae ae 
% os et ee < oy » 
et € g : \ ere ee Yh Pe se ie Php ee te ; 
oleae ta | Se ees ai? Bs 6°: ae : ; 
: > ia. i 7 er: ¢ 1) ae 
eg YY a_i % -—) poe 2 at a 
oF ma é&7y : a oe % % | ial aes ; 4 aa 
rar oe | GO ttn Sey . © ES Sara ae PS..." \ . . , tye 
eee ee i), ‘ , pa : ae 
Pe “¥ ee P ang r - 
tea | ‘ J, oh pie ge <3 e - fen 
ea | f . ee 4 ee ie 2 
ce eae < j yr’ be: 
Mica hie ay i ; a” r } me 
eae ey ; ie 7 ae 
rig ts ’ Z eee : k ee 
a : a as: vA tig neal a “ c 
ie ss pe pt ae ye iat = “ . \ | 4 gcse i “5 i 8 2 am. os 
es E >. 4 i se 4 ere yxte * . re bat fa’ sina ee 6 fs 3 fe. pa \ rt . iP: K ae 
ae ae ) Mae we ts ee eee : TO rah etl 7 es fre’ i 6 pn Pe ee as . soe 
ES ate “ae s foe Sal ; 7 : Lee © "ee 
eee pp pein 8 7 oe ek ’ : Po as. ease ws as baat: Wg aH - wer ‘ ll niet 
ae eee iota 14 ee er, Sen of Kis? a Fae aT. hy: eee 3 . ’ xt 
Bee yer Bee We Bee AGES the : = : : ee ey Nee ie ale isa 
Ss ~ CEO ass Z ‘aan! ia «De ~~ ee vis 
aS : | ~ een x g! . , , z ee: 
i Me - a Rit - <M , ‘ a i 
5 BA ae \ 4 . pee . el ee 
: : ’ Fr: hs. oe ‘ ae ee ; 
US a a ae = . ia ‘ ¢ wi ini ae ~ f* ” aan apes 
cae ‘ i hens ee “* 
is an eer aap 
; | ne 
Pe ete. | ° ue: 
pe aes a 
era sat 
Vet ere Sa 
Beets es | are 
: : eek | is 
Sry ir ' ite 
Sie | ae 
Ape : 
». ee the 
: | es 
ee ee i mh 
ae are ~ 
ees | 2 
ee yeaa | | eine 
: ua | = 
a ieaieg 3 
° if 2 a ; Be | a: 
: 2 ' a ee 
eo. 2 
Sg 
ve “ : J Be: 
ss is ‘ ‘ ; : “a 
tie ae hae ot 3 Sh se = ; E, 5 se te ‘ % on . ig s : Lee ee 4 ae : Siang ‘ : wo om : eae i * ane : si : ; 


44 


This Week in Washington 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, May 6—When a 
federal agency uses short-cuts to 
speed its business it can find itself 

in an embarrassing situation. 
; For example, take a look at the 
‘ argument which welled up in the 
Federal Communications Commis- 
sion this week over the handling of 
a tv permit for a station in Roches- 
ter, N. Y., to be operated jointly 
by WHEC Ine. and Veterans 

Broadcasting Co. 

When the FCC approved this 
more than a year ago, it was un- 
der terrific pressure to dispose of 
the backlog of unprocessed appli- 
cations. In a single afternoon it 
attempted to handle 57 applica- 
tions, including the Rochester bids. 
Its approval of the WHEC-Veter- 
ans applications resulted immedi- 
ately in a protest from WSAY, 
Rochester, which demanded the 
opportunity to contest the action. 

This original WSAY protest was 
rejected on July 27, 1953, but on 
Aug. 18 WSAY was back. New in- 

. formation which had become avail- 
le Aug. 5, when the minutes of 


the original FCC session were re- 
leased, suggested that the grant 
was made as a result of irregulari- 
ties which would be a valid cause 
for public hearing, WSAY said. 

Now, however, by a three-to-one 
vote (with three members not par- 
ticipating), FCC has rejected the 
second WSAY protest. The three- 
member “majority” denies that 
the minutes reveal irregularities. 
Moreover, they take the position 
that they cannot consider the sec- 
ond protest anyway, because the 
law says the reasons for an ob- 
jection must be filed within 30 
days after a grant is made. 

Their ruling was too much for 
Commissioner Frieda Hennock. 
She points out that the information 
contained in the minutes did not 
become available to WSAY until 
nearly four months after its protest 
period had expired. “When as 
here,” she said, “the reason for 
the petitioner’s inability to obtain 
needed facts was of the commis- 
sion’s own making, it is our duty, 
when these facts finally became 
available, to find a way to give 
them proper consideration by 
means of a hearing.” 

* % 

The Federal Trade Commission 
was in a three-to-one division over 
the amount of proof that is re- 
quired to show that General Foods 
Corp. injured competition by sell- 
ing Certo and Sure-Jell at special 
prices in the West from 1940 to 
1947. The majority, with Commis- 
sioner John Gwynne writing the 
opinion, held that the commission 
failed to prove that the reduced 
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Want a better 


LETTERHEAD? 


Get your FREE copy of our useful new 
brochure “Letterhead Logic’ just off 
the press. Then, turn to the check list 
used by experts to gauge letterhead 
efficiency. If it indicates room for im- 
proving your present letterhead, Hill’s 
40 years of specialized experience . . . 
producing the finest business station- 
ery for hundreds of famous firms .. . 
is at your disposal. 


Learn how HILL craftsmanship can 
create a letterhead you'll be proud of 

- one that truly reflects the charac- 
ter, personality and prestige of your 
firm...scientifically designed to assure 
built-in sales appeal...at prices much 
lower than you'd expect. 

“Letterhead Logic,” containing im- 
pressive “big name” samples is free — 
without obligation —to users of 5,000 
or more letterheads a year. Simply jot 
down, on your present letterhead, the 
quantity your firm uses and mail to 
HILL now. Write: 


ron Line. 


Fine Letterheads and Business Cards 
270 A3 Lafayette St., New York 12, N.Y. 


FCC's Short Cut Leads to Trouble 


| price injured other firms that sold 
‘competing products to jobbers and 
retailers in the same territory. 

| Former Chairman Jim Mead 
| protested that FTC is too generous 
in its treatment of big business. He 
said the government did not offer 
in evidence “scalps or hides of 
small business competitors” but 
produced ample evidence that 
General Foods is making life mis- 
erable for others. He expressed 
fear that the commission’s ruling 
will add to the power of national 
distributors by enabling them to 
raise “war chests” in non-competi- 


tive areas for use in areas where 
competition exists. 

“The little Davids are deprived 
of even their sling shots in their 
contest with Goliath,” he said. “If 
the nationwide distributor can le- 
gally use this area price discrimin- 
ation weapon against his small 
competitors, he has another pow- 
erful weapon to add to his arsenal 
which includes mass production, 
nationwide advertising, large fi- 
nancial resources, research facili- 
ties and many others.” 

* o © 

Postmaster General Arthur Sum- 
merfield got little encouragement 
when he went before the Senate 
post otfice committee last week to 
argue for a complete reorganization 
of the postal salary structure. 


His proposition, which gives 


postal workers raises averaging 
about $100 each, is a substitute for 
larger across-the-board hikes 
which the organized postal work- 
ers are asking. Only a handful of 
the senators were present, and 
they were generally non-communi- 
cative throughout the session. 

There was a similar absence of 
cordiality earlier last month, when 
most Senate post office committee 
members passed up the opportuni- 
ty to hear Mr. Summerfield discuss 
the administration’s postal rate in- 
crease bill. 

e a . 

Broadcasters are puzzled by the 
bill which Sen. Edwin C. Johnson 
(D., Colo.) has introduced prevent- 
ing newspaper publishers from 
having radio or tv interests. A de- 
cade ago, Sen. Johnson had little 
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to say on this subject when the 
FCC was considering a similar ban 
on newspaper ownership. Now, 
when he is about to retire from 
Congress, he is sponsoring a drastic 
and controversial bill of his own. 

There’s an interesting question, 
too, about the reason for the “over 
100,000” clause. If the object of 
the bill is to prevent an individual 
from controlling the media of com- 
munication in a community, Sen. 
Johnson would appear to be put- 
ting the cart before the horse. The 
problem is generally more serious 
in smaller towns. 

* “ a 

Assistant Secretary of Commerce 
Lothair Teetor says economists 
may have to revise their assump- 
tions that the dcciining rate of 
new family formation must inevi- 
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tably lead to reduced amounts of 
home building in the future. With 
“depression babies” reaching ma- 
turity, the rate of family formation 
has dropped from 1,400,000 annual- 
ly in 1947-51 to 900,000 in 1952 
and an expected average of only 
750,000 by 1955. 

Mr. Teetor believes that private 
residential construction expendi- 
tures will hit $11 billion this year, 
if credit remains easy. He thinks 
there are factors contributing to a 
continuing demand for housing 
which analysts may be over-look- 
ing. Among them are the high birth 
rate (nearly 4,000,000 a year), and 
rapid internal migration which is 
continuing to create new industrial 
centers. An intense desire to re- 
place or modernize “dilapidated” 
residences is another factor. 


Barnes, Calkins & Holden 
Partner, to Leave July 1 

Z. C. (Jess) Barnes will resign 
as partner and executive commit- 
tee chairman of Calkins & Holden, 
Carlock, McClinton & Smith, New 
York, on July 1. He will announce 
his plans later. 

Mr. Barnes joined C&H in 1950, 
after having been v.p. in charge 
of sales for Mutual Broadcasting 
System. 


General Tire Signs Wismer 

General Tire & Rubber Co., Ak- 
ron, is sponsoring a 15-minute 
sports news show with Harry Wis- 
mer over Mutual Broadcasting Co. 
Mr. Wismer also will be presented 
in 60 tv markets by the tire mak- 
er. D’Arcy Advertising Co. is the 
agency. 


Jewelry Maker Names Agency} 
H. Weinreich Co., Philadelphia 


designer and manufacturer of 
popular priced costume jewelry, 
has appointed Feigenbaum & Wer- 
men, Philadelphia, to handle its 
advertising and public relations. 
The company will introduce a new 
line, “Queen of Hearts” costume 
jewelry, to the department store 
and specialty shop field with a 
display at the Main Floor Acces- 
sories Show, to be held June 20-24 
in New York, preceded by trade 
publication and direct mail adver- 
tising. A national campaign is 
planned for fall. 


APRA Elects Macwithey 


Co., has been elected president of 
the New York chapter of the 
American Public Relations Assn. 
Other officers elected are Jerome 
E. Klein, Lane Bryant Inc., chair- 
man of the board; Clarence A. 
Peters, executive director; Harriet 
Hatch, Tanbro Fabrics, secretary; 
Norman Amiel, Hinkhouse Inc., 
treasurer, and four v.p.s, Edward 
J. Drew, Lever Bros. Co.; William 
F. Treadwell, Leo Burnett Co.; 
Lee K. Jaffe, Port of New York 
Authority, and Louis Weintraub, 
Pavelle Laboratories Inc. 


Pitman Manages WTAO-TV 


Theodore B. Pitman Jr., former- 
ly v.p. of Gross Advertising, Hart- 
ford, Conn., has been appointed 


James L. Macwithey, director of | general manager of WTAO and 
public relations for Bristol-Myers! WTAO-TV, Cambridge, Mass. 
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You can count on it—selling St. Louis 


is a snap when you start with Philip 
Stevens on KMOX. On his Housewives’ 


Protective League and Sunrise Salute 


programs (“the most sales-effective 


participating programs in all St. Louis 


broadcasting’’), he tells your customers 


where to buy and what to buy. 


But he doesn’t stop there. If yours 


is a product sold in grocery stores, he 


doubles the impact of your on-the-air 


advertising by enlisting a record 2,137 


St. Louis stores to merchandise your 


product. This means that your brand 


name receives solid point-of-sale 


promotion with all of the trimmings in 


St. Louis’ biggest chain food stores— 


where an estimated 63% of the area’s 


total food sales are made! 


Trebling the impact of this on-the-air 


and point-of-sale promotion, Philip 


Stevens follows through with regular 


in-store personal appearances to create 


even greater acceptance and demand 


for your product. 


Selling’s as easy as that in St. Louis. 
All you need to know to get started is 


our phone number (Central 1-8240). 


s0,000 watts TA IME OX 


“The Voice of St. Louis”.. 


.CBS Owned 


Represented by CBS Radio Spot Sales 
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Ad Volume Drops 
for Business Papers 
with April Figures 


Cuicaco, May 5—Although the 
decline was not marked, April ad- 
vertising volume in business pub- 
lications reporting to Industrial 
Marketing did not match last 
year’s April volume. 

Drops, ranging from 0.4% for 
class publications to 6.9% for the 
export group, were reported in all 
categories for April, for an over- 
all decline of 2.2%. The trade 
group registered a loss of 451 pages 
compared with April, 1953, a 
change of 6.6%. 

Added to the year-to-date fig- 
ures, the April report brings the 
total to 0.9% less than the same 
period last year. Only two classi- 
fications—product news and class 
—are ahead of their 1953 records. 

A summary of Industrial Mar- 
keting’s figures, representing 288 
business publications, follows: 

Month of April 


% 
Classification 1954 1953 Change 
Industrial ............ 23,677 23,880 —0.9 
Product News* 3,247 3,337 —2.7 
ae 6,428 6,879 —66 
GID aninsia sisicectsns 3,127. 3,141 —0.4 
onesie 1,246 1,339 —69 
ME Svsshncctccces 37,725 38,576 —2.2 
January-April Inclusive 
% 
Classification 1954 1953 Change 
Industrial .......... 90,155 90,167 —0.01 
Product News* 12,605 12,589 -+-0.1 
a 24,422 25,573 —4.5 
eee 11,827 11,777 +0.4 
BE Siiitrne 4738 4,966 —4.6 
RU aiisesevnis 143,747 145,072 —0.9 


*1/9 page units. 


Tampax Promotes Mann 

Tampax Inc., New York, has 
promoted Ellery W. Mann Jr. to 
the position of v.p. in charge of 
advertising. His former title was 
advertising manager. 


WANT 
FULL PAGES 


To put it another way, would 
you like to make your national 
advertising five times as effec- 


tive? Audited research proves 
that Artkraft* dealer signs do 
ust that, for with their use, 
ve times as many know where 
to buy your product. Creating 
desire for your product is not enough. Na- 
tional advertising and distribution without 
dealer identification are sheer waste. Your 
program must include effective point-of- 
purchase signs. 


Anrthraft’ 
PORCELAIN NEON 
DEALER SIGNS 


Audited research proves them 999/1000 per- 
fect! Artkraft’s exclusive Porcel-M-Bos'd 
letters are 75% more readable. Patented 
Galv-Weld* frame construction prevents 
rust (the enemy of porcelain) and prevents 
vibration (the enemy of tube life). 


Arthraft’ 
THREE-DIMENSIONAL 
PLASTIC DEALER SIGNS 


Shadowless glare-free interior lighting. 
Arthraft’ 
PORCEL-M-BOS’D 


Neonized or Non-illuminated 
STORE FRONT SIGNS 


Mass production methods and unequalled 
facilities permit moderate prices. Artkraft* 
will design for quantity buyers, without 
obligation, a distinctive sign and develop 
@ sign program that works. 


“Sus +  S8end today for new free brochure. 
tone SEE OUR PERMANENT DISPLAY 


ADVERTISING DISPLAY CENTER 
58 Park Ave., New York, 


Artkraft* 
SIGN COMPANY 
Division of Artkratt® Manufacturing Com 
1133 E. KIBBY STREET LIMA, 
Please send brochure on Artkraft* signs. 
Name 
Firm 
Street. 
City & State 


y 
10 


*Trademark Reg. U. S. Pat. Off. 
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. THE ADVERTISING 


MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $13.50 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 


HELP WANTED 


Creative Copy and Layout - Chicago 
Young man to develop program of local 
tie-in advertising for nationally syndi- 
cated newspaper supplement. Experience 
in newspaper advertising - promotion - 
merchandising essential. Please submit full 
resume in confidence, and state salary 
expected. 

Box 6329, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


WANTED - PRODUCTION MANAGER 
for established Chicago agency. Must have 
experience in buying all forms of printed 
matter. Present P.M. being promoted. Lots 
of room for personal development. Profit 
sharing plan. Salary in keeping with 
ability. 
Box 6328, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


LAYOUT MAN WANTED 
for three-man art department in small 
agency. Must be able to contribute to 
creative thinking of group. No finished 
art required, but layout must be good. 
Sense of contemporary design helpful. 
Real opportunity for right man. 
Box 6330, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


ADVERTISING MAN 


.A career opportunity exists in the adver- 


tiging department of an_ internationally 
kaown manufacturer. If you possess a 
ell-rounded education and advertising 
xperience, above average imagination, 
and the ability to deal effectively with 
other management people we would like 
to review your complete resume. Your 
reply will be kept in confidence. We will 
answer you premptly if we think an in- 
terview would be to our mutual ad- 
vantage. 
Box 6326, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 11, ILL. 


Advertising salesman: $150 weekly mini- 
mum for hard hitting advertising sales- 
man of good character able to provide 
references, performance record, etc. Car 
necessary. Write fully. No phone calls. 
Times Publishing Co., Duquesne, Pa. 


TEXAS OPPORTUNITY, for account ex- 
ecutive seeking chance to grow in this 
fast-growing, prosperous area where liv- 
ing IS more fun. This job has both a 
present and a future for a solid guy 
under 40 who has demonstrated ability to 
keep clients happy. Must be strong on 
plans and copy and have a minimum of 
5 years agency experience. He will serve 
established accounts. Our agency was 
founded many years ago, is the largest in 
its city, profitable and growing. Our staff 
knows of this ad. Send resume, confiden- 
tial, President, Box 6316, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. STATE Ha-7-1991 Chicago 


TRADE JOURNAL SPACE SALESMAN 
wanted for Philadelphia, New York and 
Boston. Rapidly-growing 2-year-old trade 
journal has vast potential for aggressive 
representatives in above territories. Only 
2 other books in field. You will be backed 
by a live-wire publishing firm and ade- 
quate promotion. Write, telling something 
about your selling methods and why you 
believe you can sell this one. Interviews 
will be arranged at early date for appli- 
cants considered. 

Box 6324, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


LIFE PERSONNEL SERVICE 
Advertising e Publishing e Radio « TV 
for employers and qualified applicants 
105 West Monroe DE-2-3885 Chicago 
NORTHWEST AGENCY is interested in 
adding a creative adv. man to its staff. 
Should be young (26-38) with copy and 
planning abilities. Must have at least 3 
yrs. agcy. exp. Give complete details 
plus photo. State salary requirements. 

Box 6322, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
AGRICULTURAL ADVERTISING 
SALESMAN needed for specialized agri- 
cultural Publishing Co. Both office and 
travel selling experience desired. Located 


in Mid-west. Give age, experience record, 
and salary desired in first letter. 
Box 6327, ADVERTISING AGE | 
200 E. Illinois St., Chicago 11, M1. 


BARNARD | 
A service for employers and applicants | 
in the field of advertising and publishing. | 
Office and Professional Central 6-3178 
176 W. Adams Street Chicago 3, Il. | 


| 
| 


HELP WANTED 
SPACE SALES TRAINEE 

The Chicago Sun-Times has immediate 
openings for five aggressive, sales minded 
young men, 23 to 28 years of age, for 
our Classified advertising sales staff. Men 
with college background preferred. Previ- 
ous advertising experience is desirable 
but not necessary. Interest 


ability is of prime importance. The Sun- 
Times advertising department promotes 
only from within. The men we are look- 
ing for must be the caliber who can de- 
velop into top display salesmen and ex- 
ecutives in the future. Fitness for em- 
ployment is determined by intensive ap- 
titude testing. Good starting salary plus 
bonus for all new and renewed contracts. 
Apply in person. Mr. Forrest, Room 1300, 
211 West Wacker Drive, Chicago 6, Illi- 
nois. 


FIFTY-THREE-YEAR-OLD business 
newspaper in South wants man with busi- 
ness publication or agency advertising 
experience for executive position. Oppor- 
tunity unlimited. Must have record of 
achievement and good references. State 
full particulars, enclosing photo if pos- 
sible. 
THE COTTON TRADE JOURNAL 

Hickman Bldg. Memphis, Tennessee 


ADVERTISING SALES 
Established, respected business publica- 
tion in Chicago area has opening for ca- 
pable experienced advertising representa- 
tive. Permanent position with attractive 
salary and incentive arrangement, plus 
other benefits. If you can intelligently 
and successfully sell advertising in a top 
magazine, highly regarded by readers and 
advertisers, send full business and per- 
sonal details including salary require- 
ments, for confidential interview. 

Box 6318, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, II. 


POSITIONS WANTED 


ART DIRECTOR~-LAYOUT ARTIST 
Crisp roughs, beautiful comps, topnotch 
national ads. Age 34. 10 yrs. exp. 

Box 6321, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


AGRICULTURAL 
Young man, 29, 4 years as Ad Mgr. with 
exceptional record seeks better job. 
Box 6317, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


WHAT MAKES MAGAZINES GROW? 
The man who knows all the answers 
should just hang up his hat and collect 
his million per. The man who thinks he 
knows all the answers should have been 
born in a strait jacket. But this man, who 
doubled the newsstand circulation and 
profit of one sizable national magazine, 
may have some sound suggestions for 
improving your publishing property - if 
you represent a growth-minded publish- 
ing management. 

Box 6323, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


Do you need expert research for your cli- 
ents? MA, in Washington, familiar with 
government sources of information will do 
it quickly and cheaply. 
Box 6325, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


COPYWRITER Copy chief caliber. Pres- 
ently with fine NYC agency. Rare bar- 
gain. Box 6320, ADVERTISING AGE, 801 
Second Ave., New York 17, N. Y. 


ARTIST - FREELANCE - VERSATILE 
Complete art for advertising. Illus., car- 
toons, lettering, layouts. WH 3-2459. Ax- 
elrod, 612 N. Michigan, Chicago, II. 


REPRESENTATIVES WANTED 


PUBLISHER’S REPRESENTATIVES 
Wanted for national bi-monthly publica- 
tion, established 16 years, in fast-growing 
branch of automotive field. East Coast 
Mid-West and West Coast territories avail- 
able. Write giving age, experience, com- 
mission basis expected, references, and 
territory covered. 

Box 6313, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


| 
} 


| 
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in a_ news-| 
paper advertising career is essential. Sales 


at 521 S. Wabash Ave. 


Brodie Advertising Moves 
Brodie Advertising Service, Chi- 
cago, has moved to larger quarters 


* Our 43rd Year” 
BUDDING LASKERS 
omerwng from the academic chrys- 
alis with an advertising major—or 
to switch metaphors, one-year olds, 
may find solace and situations thru |) 
our offices. This is an invitation to | 
the 1953 or 1954 class seeking agency | 
or advertising department positions. 


GLADER CORPORATION 
“The Agency's Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


ACCOUNT EXECUTIVE and Cre- 
ative Writer . . . wants further 
advancement, more responsibili- 
ties. Currently account executive 
with small (30 man) agency han- 
dling client contact and copy. 
Northwestern University gradu- 
ate with more than 7 years || 
advertising experience includin 
catalog, direct mail and financial. 
Age 33. Married. Chicago only. 
Salary requirements: low five 
figures. Available now. 
ox 864 ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


ARTISTS REP 


WANTED 
Chicago—Detroit—Minn. 


The man we want is already doing a 
bang-up job in art or graphic arts sales 
in his home-city of Chicago, Detroit or 
Minneapolis but he wants to add top 
quality advertising art to the prestige 
services he now offers. 

We are an energetic, reputable, estab- 
lished studio within two delivery hours of 
his city, with thirty people producing top 
talent layout, lettering, illustration, pro- 
duction art, retouching. M 

For the right man, say around 30 or 35, 
we offer a big-future interesting commis- 
sion opportunity and a great deal of per- 
sonal satisfaction. 

Write fully, mamas history and 


personal background. 
x 850, ADVERTISING AGE 
200 East Illinois Street. Chicago 11, Til. 


* 


Personnel Consultant 


to cAdvertising and the Graphic cArts 


. smiTH,1NC. | 


A complete placement service 
of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 


for over 20 years 


333 NORTH MICHIGAN AVENUE + CHICAGO 
FRanklin 2-3280 


TO ALL 
NATIONAL 
ADVERTISERS: 


Large Chicago paper converter 
thoroughly acquainted with na- 
tional advertising campaigns 
has opened an assembly plant 
to consolidate and distribute 


your national advertising ma- 
MISCELLANEOUS : e 
Large de luxe executive type ceramic terial. For fast, efficient, and 
DESK ASH TRAYS, in any color, with complete service contact: 
_ name or initials, in genuine gold. 
Suitable for gift problems. $5.00 postpaid. 
Absecon China Decorators - Absecon, N. J. Box 853, ADVERTISING AGE 
FINE AGRICULTURAL ART 200 E. Illinois St. 
Write for illustrated brochure e 
JOHN ANDREWS Chicago 11, Ill. 
7265 No. 36 Omaha, Nebraska 
. . 
Advertising Space 
Salecmue FOOD MARKETING MANAGER 
Exceptional rtunity t i ll-es- 
tabligived.  preyressive “Outdoor Adverts. ||| WANTS BIGGER OPPORTUNITY 


ing Company in New Jersey. Must have 
some experience in selling space, leasing 
and fundamentals of the business. Sub- 
Stantial earnings and fine opportunity to 
advance. Write: Empire Advertising, Inc., 
266 Chancellor Avenue, Newark, N. J 


Creative Copy Writer 


for key position in a seven-man 
copy department of a growing 
Central Ohio advertising agency. 
Must be idea man with ability to 
create campaigns and follow |. 
through on development and mer- 
chandising of them. Plenty of op- 
portunity for advancement to man |) 
who can grow with the agency. 
Give full details in first letter. 


Box 862, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IL. 


SALES PROMOTION 
MANAGER 


Farm equipment trade magazine of- 
fers rare opportunity for right man. 
Experience in advertising, copy- 
writing or sales promotion required; 
agency experience preferred. Must 
be able to generate selling ideas; 
write effective letters, brochures; 
supervise advertising. Job wide open 
for man who wants to create his 
own department. Salary commen- 
surate with ability and experience. 
Write Box 861, Advertising Age 
200 E. Illinois St. Chicago 11, IIl. 


If you're interested 
wide experience in . 
e MARKETING multi-million dollar 
volume food products for two of 
the largest food manufacturers 
ADVERTISING in all media 
SALES DIRECTION of a national 
force 
e PLANNING and execution of many 
successful consumer and trade cam- 
paigns 
e PREMIUMS and PROMOTIONS that 
really work 
PACKAGE DESIGN that wins recog- 
nition and makes sales 
e RESEARCH for product improve- 
ment and new product development 
OTHER TRAINING covering produc- 
tion planning, long range forecast- 
ing, consumer and trade relations 
THEN ... we ought to talk! 
Future in present field limited by 
changing consumer trends. Want to 
relocate where my broad and compre- 
hensive background can be of greatest 
service. Age 41, married, 3 children. 
Box 862, Advertising Age 
200 E. Illinois St. Chicago 11, Til. 


in exceptionally 


BECAUSE ITs FIRST IN VALUE ¥ 


More people are buying Ford cars than any other make because 
they have found that Ford gives them more of the things they want 
—and at the price they want to pay. 

National new car registration figures’ for the latest six-month period 
available show Ford out front by thousands. 
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Your Neighborhood Ford Dealer 


Advertising Age, May 10, 1954 
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4181 S.W.8th ST. 
MIAMI, FLORIDA 


WHO'S ON FIRST?—The ink was hardly dry on the “Ford Is First’ ads in Miami 
papers when Anthony R. Abraham, who operates Thiel Chevrolet Co. there, took 
newspaper pages to challenge the accuracy of the Ford figures. Mr. Abraham's 
ad also urged Mr. Ford to end “this type’ of od “because it’s too costly for me 
to continue to reply to.’’ The Ford ad, according to the Thiel ad, is based on 
six-month Polk figures from the end of 1953 through early 1954, and Chevrolet cut 
back production substantially late last year, making the comparison inaccurate. 


| wood Trade Journal Co., 


‘advertising. 


Along the Media Path — 


e Tobacco, published by Lock- 
New 
York, is changing its entire ap- 
pearance. It has adopted a 7x10” 


format and is using Bodoni Book | 
type and coated paper stock, ef-| 


fective with its July 2 issue. 


e More than 10,000 food retailers 
in the U. S. will tie in with Look’s 
summer food promotion, timed to 
break in July. A four-page, full-| 
color editorial feature in the July | 
13 Look will be backed by 19 na- 
tional food advertisers. 


e The Reporter celebrated its 
fifth anniversary with its April 27 
issue. The magazine’s circulation is 
now 95,000—a five-fold increase 
since 1951. 


e The Des Moines Register & 
Tribune reports its 1954 Iowa 
Sports, Boat & Vacation Show set 
an alltime attendance record for 
the second straight year. The nine- 
day show ended April 11. 


e The Milwaukee Journal has 
published a new study on color in 
newspapers, “How Does Color in 
Newspapers Affect Readership? 
Bulletin No. 16.” 


e The Detroit Free Press was able 
to contribute $72,843.75 to Child- 
ren’s Hospital as the result of a 
nine-month telephone canvass for 
new subscribers. 


e KOIN-TV, Portland, Ore., has 
begun construction of a new $135,- 
000 transmitting tower, which, it 
is said, will be the highest tv 
tower west of the Cascade moun- 
tains from Alaska to Southern 
California. The station will in- 
crease its radiated power from 
56,000 watts to 100,000 watts at the 
same time that the tower is 
finished. 


e The Milwaukee Braves special 
edition published by the Milwau- 
kee Sentinel April 14 had 56 pages, 
including an_ eight-page Pabst 
special tabloid section. The issue 
carried a total of 81,750 lines of 


e Ladies’ Home Journal has made 
available to the food industry a 
booklet entitled ‘‘What’s the Good | 
Word,” designed to aid canners in| 
establishing good and regular lines 
of communication with sales rep- 
resentatives and brokers. 


e@ Twenty-six mewspapers have 


joined with The American Weekly | 


to choose 48 newspaper boys who) 
will fly to the British Isles with 
Hopalong Cassidy for a two-week 


“Junior Ambassador” tour of Eng- 
land, Scotland, Ireland and Wales. 
The boys to go on the trip, worked 
out by the newspaper section’s 
circulation department, will come 
to New York in mid-July and will 


ibe joined by William Boyd, who 


is Hopalong. 


e Department of New Laurels: 

Advertisers invested $592,559.14 
in the April issue of Parents’ 
Magazine, an alltime high for that 
month for the publication. 

The May issue of Sunset Maga- 
zine tops all previous records for 
the month with 316 pages, a 54- 
page increase over May last year, 
and 82,224 lines of advertising, a 
22.8% gain over the May, 1953, is- 
sue. 

Materials & Methods hits a new 
high in advertising with its May 
issue. Total advertising investment 
hit 228 pages. 

The Daily American, Rome, Italy, 
published the largest newspaper in 
its eight-year history on Sunday, 
April 11, the 12-page regular Sun- 
day edition combined with a 68- 
page Milan supplement. 

Coronet advertising pages for 
the first half of 1954 hit an alltime 
high for the period, up 7% over 
1953, the previous record first half. 

Better Living’s first quarter ad- 
vertising revenue registered an 
alltime high this year, with an 
8.2% increase over the first quar- 
ter of 1953 and 66.2% over the 
same period in 1952. 

The April issue of Progressive 
Architecture, which was devoted 
exclusively to schools and school 
construction, was the largest sin- 
gle issue since the magazine was 
launched by Reinhold Publishing 
Corp. 34 years ago. It carried 24% 
more advertising than the July, 
1953 “school” issue. 

First quarter advertising volume 
of Aviation Age, a Conover-Mast 
monthly, hit a new high of 476 
pages, an increase of 34%, or 121 
pages, over the same period of last 
year. 

During March, the New York 
Herald Tribune carried 74,285 
lines of classified advertising. 
Compared with March of 1953, 
this is a 63% gain in individual ad 
count—or a gain of 13,853 addi- 
tional ads. 

The May issue of Canadian 
Homes & Gardens has the largest 
volume of advertising linage the 
publication has carried in 20 
years—55,473 lines—and the 
greatest advertising dollar invest- 
ment in the publication’s 29-year 
history. 


ead ee Se Oe a ST ye Me Pa ea OL ee Bae a ‘« + sh 5 Bae eh 3 ar te eR Pit ok Po Ret ae 2 oh hg OS ee oe SS oy eae @ +3 , ‘ ee. ere BOs a, LAA iat ts eae oie Vie Arp ee 
; aS aug ct : EES NS ih Ke Pa pe see eae aris Res fe ty Se or See 5 - an AN os ae Hues tO aR Sha a Rita aA ety SG A ec Maal iP aA SN EN i: «Oa a eee eek eer 4 
: : é : te Ne wes F Laue tte aw Se eR ae ee, en tes. Seen eyes PCE ae NEO ay ge eet esac ae Mae itty yar kr ea Me ake oe ae is bead ee Trt 
ate Race 4 me BRS Ach die e sist Rammer Bit: tee Sawa ees Oe egos ce aera i Ea aR RR oN) Ne : oa ee en Ne ee nec a aM ioe tag! Ryesegoe a Any ch” ee saat : Woy eels , ie ee as i 
acs : teat ates a i Se pt twine usa pero cia t ae nee Sg ae ou : a8, ic ean Ae Pe Si eee 1 Re RNS peat ae ere ants 7a IS ee aN Tg ey eeren pene ga = in 5 Moir | eee 
vrs : { = rae ie 
eee “Oy 
a et 
Rew Ses | 
ite ur ete 
46 ee peoaes 
; 
, : 
AN OPEN LETTER TO: 
| 
| ae ee Forp 2 a : 
| i : 7 
EERE ee eek eee a Ae ee ‘<i DEAR HENRY: . . 
} . ) . 
— SS SSeS SSE : 
SS es sSSSS SSS | 
| pt ee or SR a 
| pe a Sn a SS 
j SSS Se SSS 
| Sacer hin ga pa MURR SRB ARAL ARISE POU IS RNS ROLE OEIC RE NOES NIT ap SE eRe tee . 
pb rr S20 SS en 
saeaeestelneeetan nenas nanan ae SSS SS 
eens aimee ae Sans PP I tt 
Fy i Fe rr 
Sere at an atin aes 
; Tee mis Se NT Ts a see 
EET eee cee an nut ened ome ores © par ere TS SSS Sse 
ee es FF Xt 
; PX Lo eat TF ch iinae 
poy et ag cosets : 
SSS | EE ‘ 
Ecosse siaditiean : 
ee 3 wprisesires scar 
ee Pa xe 7 SSS — a 
BS. Sone — “4 
sss pp uy TEE yi 
2 aonpuntip Castes gone > 09 expe ness i f 
pT TR, 
Bp — 
———C—CC“‘COMCCC#CNNW 
| 
: | 
| — a al 
| Stee: Dheoet ie A — — __. a 
Sater Cheek Beret 
| Tene Detee Bebeet iS Ky -w~TT _ 
| ae esr Cle! /CHEVROL, 
| * — 7 ‘ — 
| = — | 
| 
rs 
| | Be 
ice) re ‘ 
a = <<a pniereeneneeseeee pe H a eae 
; pee ge! 
; ’ : " . 
i hee 
. | «ha 
| i fk 
| we a 
: i ae 
ai ioc oh eas 
os } eee 
————" eee. eee pete t 
a3 | ae Sia aa 
; | Rem gal 
= _ aN tog Ney ae 
a) 2 i emer 
5 __-__——_—————— ass a ee | bats 2. es Bes 
: ey oh: eat ee 
3 | eds het ee 
ee ———————_ aS ; eae ee 
2 . 
7 Sea 
? Poe ie Se 
Py ts a3 
es re as 
‘i / es 
cai J “ : 
s ——- > ES - + 
: — i 7: 
ee pd : alt 
ike | ; oth 
Be regen 
. = | hil ae 
t eae 
‘ cia 
| eh ‘ae oe + 
eee ee 
hi = — | A pel eee, 
“5 cee) 
fs: — = at 
Oe eee 
jem Pee ee ah 
‘ Se eiechd 
: ; oy Pon S. 
, | eiess eat 
ee ah eNom 
* | bite ein gree 
a: ] ae 
ie : aa SS 
es 4 pe eae | 
el ee ee 
; eae 
ph ee. ge Se 
- | fee i 
le aaa, aa 
ey | a 
Aas — eos Wr vx a ai an 
cu Be a 
a | oe. én 
; ee, 
ETERS ees: 
BS _ Se, ge 
- bai eerie 
oo pi jaa 
te | } an ag 
coe } Sd a 
' _ i} es ae 
pao { a > | ee 
Lie ee 
see be 14. | ee 
on ; ee. 
ee 
\ ppt! 5 
oR ; Re. 
oe : ie me es 
Re ———_——— —— H <a ea 
4 MRS ca aS 
ere | Bik cut Se 
re Mi Mince vite 
chs ; Ne 
s t an 
Be | t Tas iiligece oar 
[ | eee aed 
* ay se ie 
Paice: oe eee 
4 | } Bs Bnei 
is eee 
ee j Pay Bs giahen 
‘ as 
{ i aa 
hades { ae 
et | iF gi ain ted 0 
es | _ oe’, 
(mae " a 
ee iene oe 
ae pies Fe 
yee Pecans 
eae fee eee 
act ene ee ae 2 
a | j ie a eae A: 
Beak) = Hc pe poe 
eee — a 
etre na tee 
| 4 we Soe Ree ae 
i aero St 
can seh it eg ¢ 
sd ro we Virgen 
es } eee IA siarl eee 
gig ¥ = 
“ 
: 
Po Po 
| t 
: } } 
| | } i 
7" i 
: 5 
ae | 
j ) ‘ 
: 
| : 
{ f 
} 7 ane 
Pie aa | i Fas 2 yes 
; | ey ee ee 
: 4 oe 
| ! oe 
po | 4 ke 
a He 
soiey 
* - : 
. } oot a 
. sia 
a . 
ei. Cee 
am : , : “f - * ee a 
aby . . “@ “i a 
: 2 ee “ee? é ae ieee Fae si Stag a : y eS yee * 
. : ; F : 2 4 * : 4 P renee i F ¢ des DRS ne Res veahd ms Date A ae: P s oS - 
> F 3 g “ c j ee et < aed . eS 5 Me aD. ; sg aie ee fi $ or.” eT york . , .% a eee ar i“ i oy FD hap ey Ete vs - 


Bates Joins Selvage, Lee 
Albert W. Bates has joined Sel- 


_.|the editorial department at Whi- 


taker & Baxter. 


Manufacturer Elects Frank 


Clinton E. Frank, president of 


'|Clinton E. Frank Inc., Chicago 


agency, has been elected to the 


7 ‘board of directors of Standard 


ILLUSTRATED--The new label. for Carstairs 
White Seal whisky now includes a picture 
of Thomas Carstairs and the slogan, ‘For 
the man who cares.’ Consolidated Litho- 
graphing Corp. designed the new label 
for Carstairs Distilling Co., Baltimore. 


‘Plain Dealer’ Issues 
First Report on Its 


Nielsen Food Panel 


CLEVELAND, May 4—The Cleve- 
land Plain Dealer has issued the 
first report on the food store panel 
being conducted for it by A. C. 
Nielsen Co. in the Cuyahoga Coun- 
ty area. 

The Plain Dealer is the first 
newspaper in the U. S. to use the 
Nielsen service. The reports will 
come out bi-monthly. 

This report, set up in graph 
form, covers the October-Novem- 
ber and December-January peri- 
ods. Successive reports will add 
bars to the graphs for comparison. 

Total consumer sales are given, 
and breakdown is in terms of four 
economic areas and in terms of 
distribution of products and sales 
according to types of food stores. 


= Products covered in this first 
report include cake mixes, pack- 
aged non-fat dry milk, margarine, 
butter, coffee, tea, dog and cat 
foods, detergents and frozen foods. 
In some cases, figures are given 
for selected brands and “all others” 
and in other cases the report cov- 
ers all brands combined. 

The report is available for each 
product or for all products. Other 
details reported but not charted in 
this report, although available up- 
on request, cover consumer sales 
shares, retail purchases (dealer 
buying), average retail selling 
prices and independent retailer 
gross profit, and displays, coupon- 
ing and deal activity on those com- 
modities where these were active 
during the period. 

Requests for the report should 
be addressed to the newspaper’s 
market research department. 


Two Name Minkoff S. M. 


Arthur A. Minkoff, formerly 
sales manager of Rainbow Finish- 
ing Corp., New. York, has been ap- 
pointed to the same position with 
Northern Dyeing Corp. and Castle 
Creek Prints Inc., both Washing- 
ton, N. J. He will represent the 
companies in the metropolitan 
area. 


Dawson's Shifts Account 


Dawson’s Brewery, New Bed- 
ford, Mass., a major New England 
brewer of lager beer and ale, has 
switched its advertising account 
from Bresnick Co., Boston, to 
Reingold Co., Boston. A new ad- 
vertising program is being pre- 
pared. 


Strauchen & McKim Adds One 

The Cincinnati Milk Dealers 
Assn. has appointed Strauchen & 
McKim, Cincinnati, to handle its 
advertising. 


|Railway Equipment Mfg. Co., 
| Chicago. Mr. Frank fills a vacancy 


‘Hitching Post to Farson, Huff 


| 


f|created by the retirement of his | will participate in the servicing of 


Farson, Huff & Northlich, Cin-| 


vage, Lee & Chase, New York, as/cinnati, has been appointed to) 
-|a member of the public relations| handle advertising for Hitching | 
firm’s executive group. Most re- Post Foods and the Hitching Post 
‘| cently he has been a consultant to| Drive-In, Cincinnati. Plans call | 
'|Grocery Manufacturers of America for a local newspaper and tv pro- | 
‘|Inc. Prior to that, he was head of | motion for a new frozen barbe- | 


cued chicken product, Chic-B- | 
Cue, which will be available in | 
grocery stores and delicatessens. | 


Clark to Sudler & Hennessey 
Donald E. Clark, formerly with 
William Douglas McAdams Inc., 
has joined Sudler & Hennessey, 
New York, where he will be a 
member of the plans board and 
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How to Get Things Done Q 


: b | father, A. A. Frank. 


several accounts. 


+ + & © 


GRAPHIC SYSTEMS, 55 West 42nd St., New York 36 


wicker and Better 


BOARDMASTER Visual Control 
Saves You Time, Money. 


Gives Graphic Picture of Your 
Operations at a Glance. 


Simple to Operate, Type or write 
on Cards, Snap in Grooves. 


Ideal for Production, Traffic, 
Sales, Inventory, Scheduling, Etc. 


Made of Metal. Compact and 
Attractive. Over 50,000 in Use. 


+ 50 
Full price 49 with cards 
24-page Illustrated 


FREE| s00xtetno.v-ao0 


Without Obligation 
Write Today for Your Copy 


Casie Buy Geeause: 


KRNT is the Hooper leader morning, afternoon, and 
evening (and has been for years!). In the morning, 
KRNT leads with an audience share of 48.8%. In 
the afternoon, KRNT leads with an audience share 
of 50.4%. In the evening, KRNT leads with an 
audience share of 41.8%. (Des Moines Hooper 
Report, Feb., 1954). KRNT is the only Des Moines 
station that can talk Hoopers! 


Caste Guy Secauce: 


KRNT is the station with the stars ... CBS plus Don 
Bell, lowa's favorite disc-jockey . . . Bill Riley, long- 
time popular emcee with the great new mid-after- 
noon participating show . . . Smokey Smith, Central 
lowa's most popular Western and country-music 
star... Elizabeth Clarkson Zwart, veteran Tribune 
columnist with outstanding morning "radio column" 
. . . Al Couppee, lowa's "Mister Sports" . . . Al 
Rockwell, late-evening music authority. 


Basie Buy Because: 


KRNT is the station Central lowa depends on for 
news. Everyone knows such names in news as Russ 
Van Dyke, Paul Rhoades, Don Soliday, Tribune col- 
umnist Gordon Gammack, and Mac Danielson. It 
takes a BIG, FULL-TIME staff of professional news- 
men — with "beat" reporters — to run the NEWS 
CENTER for Central lowa. That's why any KRNT 
quarter-hour newscast is the most-listened-to news- 
cast in Des Moines! 


RASS as es SAQSE Ree 
oe ¢ . ‘ as . ope S 
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Caste Buy Geeawe: 


KRNT is the Know-How, Go-Now station in Des 
Moines ... the only Des Moines station which builds 
audience through a daily newspaper radio col- 
umn, as well as display advertising and many 
other promotion features . . . the showmanship sta- 
tion affiliated with KRNT Theater, world's largest 
legitimate theater . . . the station which has one 
rate for everyone, with no Pl, no deals. 


REPRESENTED BY THE KATZ AGENCY 


THE 
REGISTER 
AND 
TRIBUNE 
STATION 
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Out-of-Home Radio 
Defies the Seasons 
Now, Pulse Reports 


New YorK, May 4—The out- 
of-home listening audience is no 
longer strictly a warm weather 
factor, according to the latest study 
of the subject by Pulse Inc. 

Dr. Sydney Roslow, director of 
Pulse, reports that the level of 
non-home listening did not take 
the anticipated winter dip this 
year, with the level remaining 
pretty much unchanged between 
summer and winter for the first 
time since he started these studies. 
Normally, out-of-home listening 
declines during January and Feb- 
ruary as compared with July and 
August. 

A survey of 21 major markets 
showed that an average of 4% of 
all radio families heard radio 
shows in cars, at work, in beauty 
shops and restaurants, etc. “If 
these results are projected nation- 
ally,” Dr. Roslow said, “the out-of- 
home audience during the past 
winter added an average of 1,750,- 
000 families to the listening audi- 
ence in any given quarter-hour of 


the day.” 


@ Since only 18.4% of all radio 
families tested were actual radio 
listeners during the average quar- 
ter-hour under test, the increase 
in listening provided by out-of- 
home sets last winter came to 
21.7%, Dr. Roslow pointed out. 
This figure was an alltime high, 
compared with an out-of-home 
“plus” of only 13.7% three years 
ago, he added. 

Dr. Roslow attributed the in- 
creased listening to people at work 
and in public places as well as in 
automobiles. In New York, for ex- 
ample, 53% of the away-from- 
home audience reported listening 
in cars, 28% at work, 18% while 
visiting and 16% in public places. 

According to the Pulse study, 
the highest percentages of out-of- 
home listening were found in the 
largest metropolitan centers—no- 
tably Boston, Los Angeles, New 
York and San Francisco. Out-of- 
home audiences tended to be 
smaller in the smaller markets 
tested—Atlanta, Miami, Richmond 
and Seattle. 


Three Buy ‘Ford Theater’ 
Films for Summer Re-run 


Screen Gems, New York, has 
sold all 39 of the 1953-54 “Ford 
Theater” films for re-runs during 
the summer months. Ford will use 
13 of the series for re-runs during 
its regular time period on 167 
NBC-TV stations. 

Helene Curtis Industries (Earle 
Ludgin & Co.) will televise 13 of 
the films on 66 NBC-TV stations 
Tuesdays at 9:30 p.m., EST, 
starting June 1. This will be the 
summer fill-in for “Armstrong 
Circle Theater.” The last 13 were 
sold to P. Lorillard Co. (Young 
& Rubicam), which will use them 
as summer fare on the spot-booked 
“Kent Theater,” starting in July. 


General Cigar Names Y&R 


General Cigar Co., New York, 
has appointed Young & Rubicam to 
handle advertising for Van Dyck 
cigars. The agency already handles 
advertising for the company’s 
White Owl and Robert Burns ci- 
gars and Robert Burns cigarillos. 
Van Dyck cigar advertising was 
formerly placed directly by the 
company. 


Poole Consolidates Radio, TV 


John Poole Broadcasting Co., 
Fresno, Cal., has consolidated its 
television and radio operations. 
George Nickson, formerly mana- 
ger of KBIF, becomes general 
manager of KBIF and KBID-TV. 
Gene Grant, previously sales man- 
ager of KBID-TV, has been ap- 
pointed director of sales. 


Warner Promotes Deitch 


Robert R. Deitch, exploitation- 
promotion manager for the Stanley 
Warner Theaters, Newark, N. J., 
has been named director of adver- 
tising, publicity and exploitation 
for the New Jersey circuit. 


Oneida Promotes Two 

Oneida Ltd., Oneida, N. Y., has 
promoted Richard A. Bloom to the 
position of v.p. and general sales 
manager, and Dudley E. Sander- 
son to v.p. and director of adver- 


tising and merchandising. Mr. 
Bloom has been director of sales 
in charge of the special] sales di- 
vision, and Mr. Sanderson was di- 
rector of sales in charge of adver- 
tised brands. 


‘Chronicle’ Takes ‘Parade’ 
Parade will be distributed by the 
Chronicle, Augusta, Ga., beginning 
June 6. The Sunday supplement 
announced that the Chronicle is the 
11th paper since last September to 


join Parade distributors. 


Lester Jacobs Moves, Adds 1 


Lester L. Jacobs Inc., Chicago, | 


has moved to larger quarters at 
549 W. Randolph St. The agency 
has been appointed to handle ad- 
vertising for National Power Rod- 
ding Corp., Chicago. 


Raymond Joins ‘McCall's’ 

Allen A. Raymond Jr., formerly 
with True Story Women’s Group, 
has joined the grocery products ad- 
vertising division of the McCall’s 
sales staff, New York. 
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|Promotes Joseph Comstock 

Joseph J. Comstock has been 
promoted to general sales mana- 
ger of the Capex Co.’s new Econo- 
Pak division, Evanston, Iil. He for- 
merly was v.p. and district mana- 
ger. 


Winfield Hatch to Mitchell 

Winfield S. Hatch, formerly with 
Sullivan, Stauffer, Colwell & 
Bayles, New York, has joined Ha- 
rold M. Mitchell Inc., New York, as 
production manager. 


to the 


Metalworking Industry 


sat ee ‘ait, s er tae Gas ei 4 , . Ae ik ee ED ee Ring oe aa 7 -" ee A. ed i= Bee EG MAG eee wee hae Tis eh 4 td 5a Wires <P _ 7 is Shy ey * a aa ee hoe et De i a? ean aT 4 wd a Ce .- " Nie: ny ¥. Ff 
SoReal herale penis y : eee: RTH aie 2 MORSE Pea Pe, The eee BET nn ae Eek Bote hee Ro Se =e) Marre Ba Oye ote athak hs ey ted cee ue Sei crsct eae ate ie 9 Bee mas gr. 
. ‘ Se eee ne : Seah eB? 3 SR aria ne areas Lae Minee SS” Rta ana te So a ae sects) ae a aga ny SEER Bt . ie a> i ; igen SP ORS we OEE re ey Eatin ieelgi igen ate sures cask Sn 
Segre) eh ae ers os eet AY Aree cs RecnG? cue Peet | fee eatin cc «ort aaa Se eeana Bie de Sa ieee i ae Demko: WIE cn SO i RPTL rT Maat i EOE eeu ene a pee 
: : ‘eo Sigays x, aa PE eee s per pares irae a me. : $e: Rees se ete ee aoe ge a) Rawson fra poe. re St ; ye ‘ t S ‘ . * _ pe Rae saaneen ~ 
, Sieh cere hs ae 
: re zt Foleo 5 { 
eS oe : 
we tS ; 
48 ee a. 
ar 
: ong 
, 7 L= 
on “a 
REAR | cate 
SG ate 
% z 
— | : 
ee ee ee 
“i ‘ 
(2 
j * ’ 
| 
| 
P | 
: : 
| y - | 
P 4. 2 | 
oe a ee! 
a ae: ee a rc: aie es e Seeneeet = age at ae : sate Bae ae eae t 
oe ae a ae Meee ie Metab Moras age cic syn, cis cet or Re Mee RR Mt aaah eS sl aes ag 8 ee Sal Gl ohn ai eh ele ae gateien ae Cas se op. ae ' 
i ae me Mapas ey te Gea See eee eae ene er lin, het Ae ee Slag Seam oo : ca geese Bis see eine Os sy eee Bp eri ites H 
| AS: pee gis reine at ‘ Wa Ric? oes age Se ala cael ' me “a TERRGD > cor ein tte ie ERS RE Sets ec mci: «cae vik 9. wlReee mange awk eur aan Sr WEE eS. 
ee eae A eee ee nr PN Sa al ae a Tar eae Lian ah ee eee ea cc <i aa 
ee. Cea Re) Sri Pag 2 ee QO ae : nae iy ee ; ; Ses : = 
| ‘a tpt a es tae : —_. . SS Sa Pa ae SD a ae Mesa ere as See oe NT ete: | DNS an 2 | 
oe ee EES Oe TS a en rie = = ~~ - \ NR Rg eS Ne ene eee a eg rade Segue pret ma eee ASE DR aa ; a 
PLOTS £8 SRE RAE NS SERRANO eR ne — . \ ee <a BS nh ae a oh ey Re eee ee au aly. heer es ee 
° oe cee. s eieac eek a ——s : a uy ae >See See ge ete eats aaa te gee iia eee 
ees: pei tral ie ice MY —- : ~ NI Bes 2 coal nes Riese 7 eee Saari eek Ot RG ny eens oe mie Dg SiGe 1 ee eo 
| io SAE) ice te aga ee, aaa = — ‘ ec ere ee. ane etl, diet Arla MO A Bl aac uta ar eT ar ; 
ane so ge aea eg ts on omen = > a ? ; Sa mie se sea Oe 5 tga” ay Be oo eee 
{alee sh ter 3 erage” fom : = \ \ \\ \ pe ert. re Setar gt yong 2 Ren pees nee oF on ns Me cate Eve hoy og ty ee 
: GRE (nae hei Sa - . (hag a eRe in 2 Mea De Sa ama ND sarees ULE ate Oe Re epi cdt > EA 
: Re ek he a ane nd i —— ¥ \ \ a Tea a ae Ce ales Sear acces eas ast eae ae ; hs ae 
: ene Tis SN gee ge. * an ae ate Sea tig) SAP we ok eS Se 1 aa eee Oi 
ean ae Rota se ME Paes ees REE a epee Sy Seana SD hg liek Se | es, ee) eee 
iy a Rng ae cae ae ale EB 2 fo ns Se nea ae aight tak ee | eae oa Etre 
: Serene ae arg Pie Lg ame VU |: pote to ee : ° BU ae paws araerte etnen, (aaa Ente er 
. Ree ye rg, tc ath Soe 4 oo . } A tice Nee ks Soe Nae re ; ae ore. tater rer Ss be aa 
i ere Sel .. Jia 4 . My \ as ern) tember ns ee : e cos be * Pn a 
s Ga et oper aaesS eee Pee * | ‘Al \ is ae is ag ee ie — er ie Ao st See tS i a 
, FOG aR ae 8 ie 4 Ey | { . ee a ss ae - : 
: ae ‘ Y a yf ' ' Sere a y ee 
oF i fe Fi Oy oe are re, ‘ 
\ ‘ a / ees ioe fi / yy qe 8 ome ee 2. Sea eet Eine } 
' nS ab eae eae” ‘ re ] i ee eS hae eg sie | 
; iat p et igh acide ae cor Sa A Rey eT ene ter 
oe ERE eee eset ge? PZ yO rere a i, see 
; ree opie sei Pen, td? woe ( 4? / ji bel ae ° : 
ey ee ae fe een : ie Rote oe tae : Bere 
| ; ep iF ee: Zz 4 et pe “aes er : ‘ : “ ‘ 
| Same ie P rd Leo . . 
| Sf ft Yf, || | iif tj 4 a ae ; | 
- | CE Stele ae I ey a¢ 7} CF fen 
pate Seas we ak (ee a 4 — ae 
" | ee ol gels oe | Meee eo \ fy . re) ° ‘ 5 
ee PET ae es gers! , 4 ae are ? need Shape 4 Bone 
| ae ee ae ih), Wz ees ee Ve ene eg a 
fae fa ? ees ts, f: Ey), Sa ene ne eee eon sul a 
a ae Sy 45 3 ieee \ he: ‘2 / es ae a a Mees sek oie keto ee i a 
: Se eee ( 4y 4 ae ; - 
: | i so Se Se ’ ; 
is . ri Ls 4 i 
| sea 1 = ee ° _ fea Mae ee ssi Bee ee 
| wee ! Ce eee ye a / ] , ete ber as ig Se: oe Eas gee Rak Oe CRS es See 
P } es aac es as Ras, 7 i. 3 ZZ yaaa sft cane Vader aes > : se! Pie 
eee . af \ . “ i _ 4 a ee oe ates ee erent Cael 
i x . oe i? chien crick \ a! \j ; P es SA ee ao : ieee Sa oe 
ges | LP ee et e \ : ZG, $ Sd mas ae : ‘ ee i aed ae : 
| ar eg Sees \ tit, , -_ ;_ alee : = ee 1 SUS Ba ees ae 
| is Ss aca a aera Be \N \} Vy t ———_- tO AM es is ga ac ae eae si a, 
“ } <0) Ga weap Oy SUG NES oa \ . | sy pai aa a atah ae 9p ag NR, Tinea ge SA ate ct } Ae 
a eee eae eS ™ \ ‘ 4) \ - == = era: ae OER 2 Pe: eee *. Ee ee oe eee rae a ae ae Hoe 
: } ‘ Re ie ae ih are get aw tat N eet te aia eam: OD meee A, ye oe oe a PORES eae 
i } |, A SR we rete tes ees &. Wy AAS \ ee ele ae a ae ee Be Sa aq Maken a Bee Wrenner 
‘ BE ok Ti ay a me q \ ' a a ate Se ee Bolg iy Se ee Ser eerae ie : 
a | a, ce ee pie ee er WAN SS 3.8. eS eee : UR a poe é aa ee $ fo 
; se: eee Sper se pe me Nas Oxy “Ss See as ioe SO ee tie : Pee m8 ae 
; Bp Tey See a, Gea ; = e ale “G3 N iM ers MS ea. Ce ee 28 Seg ty gh ae ite eA 6 See ae 
i . ‘neta Biat i PERE eee LARS ers 3 A ieee \ ~ = . Re Rr ig Ue Oo ea Fi Boi ea of : : Reem ie >, 
m Tucan: Sen rsa oe a ee! ee iat = Q bes S NS . “oe eee yee ; i i eG io é , 
‘ | eh etme en 6 Bier Ree ae are ets. > : ’ ee Chae ‘ q Se eee te ik eat 
a i oe C0 Ce ae th = ri gel a Ae eer co ee aa ee ee Laer Sees <3 
“ My Be ee Bak TT aan ae tok LS iS ae ee Mes eae ue ee ors dae ee meee aiy oi mae ice aetna ales Bs apa 
pa Peerage me a hie Pia Samay kg eee neeta tig a eco i pCR SNA RR Pang PSaSe Pres eas hay bese se la F “ios S } 
Me : } ey \ i bata ts as pea ee ee eet, pea eae Soh eee Se ee : : hee ee Sai ia eet ee ene toe : Be 
i pa ee eee ‘ie Ce a ee ee eee Se ER Re ee ee 
| any Se eae en ‘iaaeeee ee, HO eee reeie cae : Diet es) nh ce a ae «Ree 
os } , \ CO ae a 2 en ie er fies eS acy 0, ea «yn, Mea on 1 es ae gt eT ee | mY : 
of | nan, %' : ae peare fort cceaee ne Ca Bes cas. gt: SS eae aa oe ee Does. ke he eae. ak Seam 
| Pee, rte test Cag Goa . “be 9 A I Mopaeewiue Cr eee Suc ae ra | ahees ese Rt ate Li BOS sae Ave i tees) a ‘ 
: | ey rc camer neo ae = SN Ra ee a elie pw ac co eu ss yo 2 A Wb ot eies ed Ct a 
B | ee a maka ; — oak eee Meee OP, io hn Mee, <n ee, Me anieg sae bene ss ate 
he ah lags mia, ita ‘i ~ ess ed ‘ ae ho val alterna or Ta) ey I MS eee “See ay 
x oa eee es = = — . gies: : Patna seg et ae AT aOR sci SRL Ae eR oe ta een eae "3 
i was \ Crd gl ard ees ~ Renee ah ads Se eres ree”, as =e = aa 3 
nek ae. pert iey = , eg ms : se pret ian AMI is sia enre ee 
os eee a * : : eM iy i : : a Le 
| nape ae ame ; ‘ a iz Sees —_—_—_—_— : : 
| . : oo cee ’ By x i % ated e« Ea = : i 
| oe oo ‘4 s v i ets . aS pte 
cen hp sae z peu” A ’ ies _ aa or Te ae ie ‘ - PAPEL S oct wna 
x \: aaa iF pat az Pods oe Sian aA eae ot iene lS oicey pk 
im ' a \\s io agi okey tr L NX : oe Soe ‘i es) eee | gee ai | Ee 
Ly clad “+: \" sri pence Sy cece Nin State Sao pe SE SS. eyeraeay Sere ees a puke a 
ne ae ANA CE ee 4 are oe RS je 
Ai yr 2 ‘ ee Gens ae i ‘aa é ja) F i Shs Bakig es = ane) ae to) ene aa 
£2, ce . eee by ee ~ £ Pies ea has aay Sena 
ah eee A h Fas x me May Fs pena on Be Fes a ; cles , fei ' 4 Pali ates 
ewe = Se oo ee ae fan $ ie ‘ Sr teanie oot 3 pac oe ee roe 
= Bees) Fae a act Bay f a . 4 ae ie ee ve | acumen 
za 7 mae ‘ ; es ee a Rt. fy ee oe 5 eis ae 
si a peel i ‘ -. ~ a! & er an eats ae roe ps! ee 
aie Ae eee. 7 a a Rae se akan HE Maca? A Pe acevae vegehel cK pais eh ec OE 
ng ai Be _ Te ree ig Nae MERE £22 VANCES ING NEN, ane: $e0RTTIION itn ee Pace 
re | ect ee eee d y Pe, fat i aete : : . =" re : baie 
te | | j me fF FF yen: Sa rae ae i s 
mre Cay ae / ee ge j ae: ng ~~ Wl ae Te: 
LEA Tene é iy i es me 7 & iy : ade : a ¥ : ‘i . : oe = s ae : ia 
| ; pte ve 4 % ° : ‘ 7 scheint: rei phi A | Ser OF Bs eet 
ee G) " fe ee ie tie Reet. ora. — { eS oe ees 
ae Pe gh ee Ay ie 3 eee Ye eae “tt fay é ies 1, Te nae a 
ae a usey oem eS eo Try [nut am ont fee - i y ; RA Oy a 
“ ; oe ae a ee se tance oie cae 7 . 2 eo 
: pei Bald U ture “ of ee - = ae et ! a4 ; o a a 
egies FA oee Ser ts att ee _~ | hes “ae a 
. ~ te ebay Tom 7 r = ae yee ¢ 
ats Soe > pcmeemeapmmmemommemitita sto = Dee 3:4 ; ae ow pe ; ne 
pap iid ears aes? 2, ree er i! x . =—- ae tea ee 
ne eae ie ie iy a) ee <Cre a \ eer eee 
an abe i rai aa Be (We aap - - } SRR 
<the Pe ais i “igh etm. it on Bap gat , : at ie “ 
i i te ge ie ee Pao ae : ——— ; ssa : 
‘: tice h ‘ eet. ‘ a ere: a Sige o eu ct - . i 5 Tee, eis. i 
? ei Nn? «.- we ; ano a \ ee ae ee el. i | be Ae San 
ies 4 ce ae Sets a eee ae OBST ec ean): vA SEI Re ec > 7 ’ al i Bi aca 
ee One k 7 «fig tee ee ieee ee Lt ange ym: 2 «te eae A bs : _ 
=a Boi ae eee ae 6 a8 Sa TER Me eee 
ea ’ Bye sets ee 2 Ns fag aaa ae wae ae Pte ee sea BA Se a Go als Se ae iia oA Ceo wae 
a ape wa a ae are ees Cet te: 36 te =: ; ee TG EE Set a 3 — A eh Wee: 2 
a ead ice Ma hi ies eee AE ea ipa ie ges ae Hes oe a fet ee eee | we ee ie 
t 5 Ee ROR Mie eters tlie ae re: 2 i vig Pig e he aoe eateeyt ews pe ee: eer Sig gh eve eee oy: Bee ade tice rs f - ee, 
att: Go ee ec ae ne REE ies ae ale . ay Avene Mecsas Th 
| : aay Bie 3 F : 2 © 7 of ‘ I nee & ei = 
: “oe a ici t hs Ad Sea Tesla re wit Poe ee etry ant Lat Ute er veo pe ai eas } 
“¢ ts Soa q m=) > Os i Peony 2s imei hes : ‘ { x 
: SUTTON PUBLISHING COMPANY, INC. | 
: eae ae <a aie _— ar ee LA Sea ue he a emer Toe eee | ak 4 che i. ‘ 
ie * 5 Sle tag i eer ~ ie ee ha Si ee ot ld Sao tg, ae epee fs Seek ae ee rere foo ee ee ay er 
Petia =o Seton te ee ¥ i iE a ye ENO Sea ee oe a, aa aoe Bea ; 
a i. 5 . : , ‘ ee > cok eee $ Fate as 3 ve xy ieee | , 
i | if ‘ 
; j ; 
° 
= \ : 
; bi ae: 
ae ’ re i 
it ‘alee : 
: ee 
‘ ee ; 
- i ~ ae Vel x ; een. 7% yk ia a 35 Oy oes hey Ege oe ti Te Fae ev 2 rk ee bt ees = ae Hots oe é. be SPE state ee ee tee E i AA gS ay OE Bate ae ENG os — 


Advertising Age, May 10, 1954 


RCA Sets 41-City | 
Push for Color Sets _ 


CAMDEN, May 5—Radio Corp. 
of America has launched a con- 
centrated advertising campaign to 
introduce its first color tv set to 
the public. 

At the outset this drive will be 
pin-pointed in the 41 key cities 
where color television signals are 
being broadcast or soon will be. 
Color sets are already available in 


most of these cities; the rest of the|country will hold dealer meetings 


localities will get their deliveries|to arrange special showings. 
| by May 15. 


Potential purchasers will be told 
in newspaper ads that they can 
buy the new RCA color receiver— 
at a suggested price of $1,000. Most 
of the cities are carrying full-page 
ads inviting people to “see and 


‘order color tv at its brightest and 


best.” 


s To whip up interest in color 
RCA distributors throughout the 


In 
New York, for example, Bruno- 
New York will invite the public 
to a “color television open house” 
at the RCA Exhibition Hall in 
Rockefeller Center. 

Special promotions are also 
planned in Baltimore, Boston, Chi- 
cago, Cincinnati, Cleveland, Dallas, 
Denver, Detroit, Grand Rapids, 
Harrisburg, Houston, Huntington, 
Charleston, W. Va., Johnstown, 
Pa., Kansas City, Mo., Lancaster, 


Pa., Los Angeles, Milwaukee, New 
Haven and Hartford, Conn., and 
Newark, N. J. 


# Meanwhile, Westinghouse, the 
first company to get color tv re- 
ceivers into the stores for imme- 
diate delivery, broke the first na- 
tional advertising for its color tv— 
a full page color ad in Life. This 
was a one time shot, through Fuller 
& Smith & Ross, to call attention 
to “Westinghouse leadership.” 
Westinghouse now has sets in 
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stores in 12 major cities. They 
have been available in New York 
since early March. To date the 
company has sold an estimated 50 
to 60 receivers at a price of around 
$1,000 each. 


Negro TV Film Available 

Essex Films, Memphis, has pro- 
duced a series of 15-minute video 
films “dealing with the achieve- 
ments and accomplishments of the 
American Negro.” The title of the 
program, which is available for 
national, regional or local sponsor- 
ship, is “One-Tenth of a Nation.” 
The packager has a New York of- 
fice at 222 E. 46th St. 


Weed to Move in June 

Effective June 1, Weed & Co 
and Weed Television Corp., radio 
and tv station representative, re- 
spectively, will move to new joint 
offices at 579 Fifth Ave., New 
York. The New York offices of the 
jointly owned companies are now 
separated. 


rn 


1. Any market is 
either worth covering 
or it is not. 


2. Any market worth 
covering is worth 


covering well. 


Any market well 
covered has to be 
covered by its own 
newspaper. 


Each of the 20 daily 
newspapers within 

60 miles of Cleveland 
is alone in dominating 
its market. 


Local impact in 
Greater Cleveland 
comes from the 
7-out-of-10 coverage 
of The Press on 
every buying day. 
“All business is local” 
means exactly that 
in any market— 
large or small. 


Cleveland 
- Press © 
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Klau-Van Pietersom Adds One Strong-Hewat Sets Drive ‘House Beautiful’ Names Coast 
Lloyd-Thomas Appraisal Co., Strong-Hewat & Co., North Ad- Reps, Adds Yergens to Staff 
Chicago, has appointed Klau-Van ams, Mass.; maker of wool tweeds, Ray C. Watson Co., Los Angeles, 
Pietersom-Dunlap, Milwaukee, to | launched a trade campaign, the and Lloyd Thorpe & Associates, 
handle its advertising. pos in several years, on April 27 ‘Seattle, have been named to rep- 
_with full and split pages in Wom- recent House Beautiful’s Guide 


,en’s Wear Daily. Jules L. Klein | for the Bride, Building Manual and 
Advertising, Pittsfield, Mass., is} east Gardener. Watson will 
| the agency. (cover the Southwest Pacific Coast 
and Thorpe the Northwest. 
_KEDD Boosts John North | Paul E. Yergens, formerly dis- 
of all KEDD, Wichita, Kan., has pro-| trict representative for General 
_moted John E. North from gen- Fiectric’s Textolite division, has 
eme +‘ jeral sales manager to v.p. and joined the eastern sales staff of 


| general manager. 


| House Beautiful. 

| 

Paint Maker Boosts Rayhill 
Dion T. Rayhill Jr. has been 

promoted from assistant advertis- 

ing manager to advertising mana- 

ger of McDougall-Butler Co., Buf- 

falo paint manufacturer. 


Continental Oil Shifts Ad Office 

The advertising division of Con- 
tinental Oil Co., Ponca City, Okla., 
will establish offices in Houston 
on June 1. 


America's 


FOREMOST 
TOY TRADE 


Magazine 


Only ABC Toy Paper 
Oldest in Field 
leads in Lineage 
Write for New Market 
Data Folder 


McCREADY PUBLISHING 
I 71 W. 23rd N.Y. 19 


Color mat perfection is a must today. That's why P & A improved their equip- 
ment to constantly maintain top quality in this important step. Our contact 
with over 600 newspapers assures up-to-date information on all mechanical 
requirements. Phone or write for our latest diagrammatic chart which shows 
how original engravings should be prepared. + For Electrotypes, Mats, 
Plastic Plates, and R.0.P. Color Mats, call Partridge & Anderson Company, 


712 Federal St., Chicago 5—the phone number is HArrison 7-3732. 


Total Homes Reached | 

Homes | 

Rank Program (000) 

1 1 Love Lucy (Philip Morris, CBS)..16,615 
Academy Award (Oldsmobile, 

NBC) 
Dragnet (Liggett & Myers, NBC) 14,390 
Bob Hope Show (General Foods, 

NBC) 14,124 
Milton Berle (Buick, NBC) 12,925 
You Bet Your Life (DeSoto- 

PEGHIN, THOG) iscscssscsccssscsioase 
Jackie Gleason Show (Schick, 

Sheaffer, Nescafe, CBS) 12,058 
Godfrey’s Talent Scouts (Lipton, 


PPrreerrrrrrrrerrrrrrrr rrr terri rs 


MI cic igtesee bacon, a veitideizunn saves 11,292 
9 Toast of the Town (Lincoln- 

NINE, MOMNID ses dcccaissecsseavenssa 11,270 
TO Paeet Beets (CHE). ccccisccsssis.... 11,250 


Rank 
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National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending March 27, 1954 
All figures copyright by A. C. Nielsen Co. 


Program Popularity* 
Homes 
Program (%) 
1 1 Love Lucy (Philip Morris, CBS)......64.2 
2 Academy Award (Oldsmobile, 
NBC) 


* Percentage of homes reached in area where program was telecast. 


TOTAL HOMES REACHED | 


Homes | 
Rank Program (000) 
1 1 Love Lucy (Philip Morris, CBS, 
ee MEME eAicevkcccsnicseasspaitas’ 16,258 
2 Dragnet (Liggett & Myers, NBC, 
PE I iets tataiasticdacsews 16,031 
3 Groucho Marx (DeSoto-Ply- 
mouth, NBC, 129 Cities) ....15,884 
4 Milton Berle (Buick, NBC, 
TOE. GHD. Ktirariicmudauun 13,484 
5 Toast of the Town (Lincoln-Mer- 


cury, CBS, 104 Cities) ............ 11,723 
6 Godfrey & Friends (Toni, 

Frigidaire, Pillsbury, CBS, 

WE MEENEIED Serassesscicsssssticnseicsects 10,992 
7 Cavalcade of Sports (Gillette, 

a | ee 10,634 
8 Colgate Comedy Hour (NBC, 

MMI, as siaccisicascsiasersdsnevarin 10,215 


Ford Theater (NBC, 132 Cities) ..10,174 
Red Buttons (General Foods, 
CBS, 132 Cities) 


Videodex Network TV Ratings 
Week of April 1-7, 1954 
Copyright by Videodex Inc. 


TOTAL VIEWERS REACHED 


Rank Program (000) | 
1 Dragnet (Liggett & Myers, 
Na eede dee aac cn aeiadesisiis 45,130 
2 1 Love Lucy (Philip Morris, 
ND iaichsnssdibanaaiepteamenesienisnisicced 43,520 
3 You Bet Your Life (DeSoto- 
Plymouth, NBC) ..........::cccseee 39,900 
4 Toast of the Town (Lincoln- 
WRC: TB) cesecssesssxeevec0050009 35,885 
5 Cavalcade of Sports (Gillette, 
SEED icuxcsaxecattevabtieueciaieaietreaiaae 35,500 
6 Jackie Gleason (Schick, Sheaffer, 
PORN GUD se cacrecsccvicscscsccess 33,705 
7 Ford Theater (NBC) .................... 28,690 
8 Life of Riley (Gulf Oil, NBC) ....27,830 
9 | Married Joan (General 
NN IINGD saxisiaiteniiassesics socevs 26,270 
10 Your Hit Parade (American 
Tobacco, Crosley, NBC) ........ 25,930 


ARB Multi-City TV Ratings 
Week of April 1-7, 1954 


American Research Bureau 


3 Dragnet (Liggett & Myers, NBC)....53.1 
4 Bob Hope Show (General Foods, 
FUND»: 3xsscaiekscateaspactaaatasccnoceienet 52.9 
5 Jackie Gleason (Schick, Sheaffer, 
I MIIID » crcsexececsccesckcacdcaccars 48.6 
6 Milton Berle (Buick, NBC) ............ 48.5 
7 You Bet Your Life (DeSoto- 
PUPOWIR, PRB) occ crccsiecscinscsiccis 46.1 
8 Godfrey's Talent Scouts (Lipton, 
NI citth csxtkisiiissssanscduaieenaoss 44.3 
9 Jack Benny Show (American 
WANN, GO) occccsissssiacatessssceasi 43.8 
10 Toast of the Town (Lincoln- 
I: ED ksseesizcasccnetaness 43.0 
PROGRAM POPULARITY 
Rating 
Rank Program (%) 
1 Dragnet (Liggett & Myers, NBC, 
WD. SUE atstrntecesunaiaed 46.9 
2 | Love Lucy (Philip Morris, CBS, 
TIO IIE ascsisscscstesscrcaetsncengine’ 45.5 
3. Groucho Marx (DeSoto-Plymouth, 
ako. ere 43.6 
4 Milton Berle (Buick, NBC, 
MIE MENU Kisacasnicetedackosavncenasdinunnas 38.5 
5 Toast of the Town (Lincoln-Mer- 
cury, CBS, 104 Cities) ................ 36.5 
6 Godfrey & Friends (Toni, Frigi- 
daire, Pillsbury, CBS, 107 
MIN SicacaedsisisCasecseawavadactvuavanianesae 33.0 
7 Your Show of Shows (Several 
sponsors, NBC, 72 Cities) ........ 32.5 
8 Cavalcade of Sports (Gillette, 
Wes, SU GIIOUED svinserscsasccisiasressss 31.3 
9 Jackie Gleason (Schick, Sheaffer, 
Nescafe, CBS, 90 Cities) ............ 31.2 
10 Burns & Allen (Carnation, 
Goodrich, CBS, 92 Cities) ........ 30.1 
PROGRAM POPULARITY 
Rank Program Rating 
1 Dragnet (Liggett & Myers, 
DEE nasetiebcacessaicieecagateapseteiaeeed 59.9 
2 1 Love Lucy (Philip Morris, CBS) ....58.8 
3 Cavalcade of Sports (Gillette, 
WE Histiastcscisscennsptcnmnensad 55.7 
4 You Bet Your Life (DeSoto-Ply- 
I, TOD ivcisnscricniecsernticonivess 52.3 
5 Jackie Gleason (Schick, 
Sheaffer, Nescafe, CBS) ............ 45.8 
6 Life of Riley (Gulf Oil, NBC) ........ 44.5 
7 Toost of the Town (Lincoln- 
TNO, GOR) sis csnisssccsviesiesverinies 44.0 
8 Ford Theater (NBC) ........ oc. 40.6 
9 This Is Your Life (Hazel Bishop, 
FD Sisdlsssiavenasstageutaieescsiaseciecisiia 39.6 
10 Godfrey & Friends (Several 
WRONGEIS, CBG) oo ccssscrrcsveccsecsscessess 38.7 


Roto-Broil and Bob Hope 
Stage Bride’s Competition 

Roto-Broil Corp. of America, 
New York, and Bob Hope, with an 
assist from Bride’s Magazine, are 
looking for the most beautiful 
June bride in the country. When 
they find her she will get a free 
honeymoon trip to Bermuda or 
Hawaii, an appearance on the 
Hope NBC-TV show and a Roto- 
Broil Custom 400 infra-red rotis- 
serie broiler. 

This promotion, staged prima- 
rily to introduce the new broiler, 
also will receive special support 
from major department stores, in- 
cluding Macy’s, New York; May 
Co., Los Angeles; Joske of Texas, 
'San Antonio; Snellenberg’s, Phila- 
'delphia, and Brown Co., Duncan, 
‘Tex. Contestants will enter the 
‘contest through participating de- 


pa rtment stores. 


Lee Ramsdell Adds One 

| Melchoir, Armstrong, Dessaur 
\Co., Ridgefield, N. J., maker of 
‘exygen equipment, has appointed 
Lee Ramsdell & Co., Philadelphia, 
to handle its advertising. 


McGraw-Hill Names Reps 

Fléet Owner and Bus Transpor- 
tation, McGraw-Hill publications, 
have named three new district 
sales representatives. William B. 
Moody will handle the western 
district from Chicago, Carl E. 
Melzer the central district from 
Cleveland, and Daniel B. Gallagher 
Jr. the Great Lakes district out 
of Detroit. 


Clark to Automatic Control 


John Burton Clark, formerly 
public relations account executive 
of Campbell-Mithun and industrial 
advertising consultant, has been 
appointed manager of the adver- 
tising department of Automatic 
Control Co., St. Paul designer and 
manufacturer of water control sys- 
tems. 


Patricia Jones to Agency 


Mrs. Patricia Jones has been 
appointed creative director of Har- 
ris & Whitebrook Advertects, Mi- 
ami Beach. Mrs. Jones formerly 
was advertising manager of Hart- 
ley’s, Miami specialty store. 
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KDKA Increases Rates 


KDKA, Pittsburgh NBC radio! 
affiliate, has issued a new rate 
card, effective May 3. The station 
has made a general revision in| 
time classifications, now identify. || 
ing the 6:30 a.m. to 6 p.m. period | 
as Class A, with one-time rate 
for one-minute announcements of | 
$60. The preceding rate card listed | 
the one-minute rate for the 6:30-| 
7 a.m. period as $30 and the rate| 
for the 7 a.m. to 6 p.m. period as| 
$50. | 


Magnavox Names McCullough © 


Magnavox Co., Ft. Wayne, Ind., 
has appointed Harry E. McCul- 
lough, formerly with the Crosley 
division of Avco Mfg. Corp., as a 
consultant on merchandising ac- 
tivities for department stores and 
key accounts. He also will direct 
special promotions on new radios 
and high-fidelity phonographs. 


Jay Bumberg Adds One 


Cambridge Management Corp., 
New York, has named Jay Gabriel 
Bumberg Advertising, New York, 
to handle an advertising program 
using small space in New York 
newspapers and trade press pub- 
lications. 


SIMPSON-REILLY, LTD. 
Publishers Re presentatives 


LEROY WINBUSH has resigned as art di- 
rector of Ebony, Tan, Jet and other John- 
son publications to head a new Chicago 
company, Winbush Associates, specialists 
in advertising design, displays and pho- 
| tography. Mr. Winbush has been associated 
with Johnson Publishing Co., Chicago, for 
the past nine years. 


Free Coets Offer in ‘Life’ 

Personal Products Corp., Mill- 
town, N. J., is offering consumers a 
free box of Coets cotton cleansing 
pads through page ads in Life. 
May 3 and the May issue of 
Ladies’ Home Journal. Purchasers 
need only return the bottom of the 
box for a full refund. Dealers 
receive three boxes of Coets free 
with each case of 24. Young & 
Rubicam is the agency. 


Reilly Joins Gerth-Pacific 

Gerth-Pacific Advertising 
Agency, San Francisco, has ap- 
pointed Don J. Reilly, application 
engineer, to its staff to service 
technical accounts. 


THIS TWIN 


LIKES PANCAKES 


IN A HURRY! 


Folks in St. Paul like flapjacks. 


City market now buy pancake 


But more and more 
housewives are spending less and less time preparing them. 
According to the 1954 St, Paul Consumer Analysis Survey, 
68.1% of the housewives in the St. Paul “half” of the Twin 


and waffle mixes. 


And if you think that’s surprising, just listen to this! 


Duncan Hines 
meteoric rise in the St. Paul 
consumer preference in 1953 
son? A good product and 
getting advertising in the St. 


Here's the Duncan Hines success story as it’s 


Buttermilk Pancake 


Mix has scored a 
market... UP from a 2.9% 
to 22% 19514! The rea- 
powerful, consistent, result- 
Paul Dispatch-Pioneer Press. 
revealed in the 


1954 Consumer Analysis Survey. 
CUSTOMER BRAND PREFERENCE IN ST. PAUL 


OY rere rere re 
gg Pee rere 
DUNCAN HINES ........... 
Pere ° 


1954 1953 1952 
30.0% 39.8% 39.5% 
29.7 35.2 32.2 
22.0 2.9 ss 
11.6 13.7 17.8 


Want to know how YOU stand in the big, bustling. 


booming St. Paul “half” of t 


your answer from the 1954 Consumer Analysis Survey. 


interviews in connection with 
conducted between Jan. 


1, 1954, and Jan, 


Get 
(All 
Analysis were 


15, 1954). It is 


he Twin Cities market? 


this Consumer 


1 Coming 


| 
% | *Indicates first listing in this column. 


a comprehensive study revealing brand preferences and 
buying habits of the 404.000 people who make the Dispatch- 
Pioneer Press their buying guide. Contact your Ridder- 
Johns representative or write ‘Consumer Analysis, Dept. B. 


$7.% PAUL Representatives 
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ee Detroit 


San Francisco 
Los Angeles—St. Paul 
Minneapolis 


Conventions 


Promo- 
Andrew 


May 9-12. National Newspaper 
}tion Assn., annual convention, 
| Jackson Hotel, Nashville, Tenn. 
| May 13-14. Public Utilities Advertising 
| Assn., Hotel Statler, Boston. 
| May 14. International Advertising Assn, 
(formerly Export Advertising Assn.), 
sixth annual convention, Hotel Plaza, New 
York. 

May 23-27. National Assn. of Radio and 
Television Broadcasters, annual conven- 
tion, Palmer House, Chicago. 

May 24-25. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. 

May 24-26. National Assn. of Trans- 
portation Advertising, 13th annual meet- 
ing. Blackstone Hotel, Chicago. 

May 24-30. National Business Publica- 
tions, annual spring meeting, White Face 
Inn, Lake Placid, N. Y. 

June 2-4. National Sales Executives con- 
vention and sales equipment fair, Conrad 
Hilton Hotel, Chicago. 

June 2-6. Associated Business Publica- 
tions, 29th annual spring conference, The 
Homestead, Hot Springs, Va. 

June 6-8. Magazine Publishers Assn., 
35th annual meeting, the Greenbrier, 
White Sulphur Springs, W. Va. 

June 13-16. American Marketing Assn., 
annual conference, Ambassador Hotel, 
Atlantic City. 

June 14-17. National Industrial Adver- 
tisers Assn., 32nd annual convention, 
Hotel Sheraton-Mt. Royal, Montreal, Can. 

June 16-17. National conference of busi- 
ness paper editors, Washington, D. C. 

June 20-23. Advertising Federation of 
America, 50th annual convention, Hotel 
| Statler, Boston. 

June 20-24. Assn. of Newspaper Classi- 
fied Advertising Managers, annual con- 
vention, New Orleans. 

June 23. U. S. Trade Mark Assn., an- 
nual meeting, Hotel Pierre, New York. 

June 27-30. Advertising Assn. of the 
West, Ist annual convention, Hotel Utah, 
Salt Lake City. 

June 28-30. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Hotel 
Del Coronado, Coronado, Cal. 

July 3-4. National Assn. of Advertis- 
ing Distributors, The Greenbrier, White | 
Sulphur Springs, W. Va. | 

Sept. 18-21. Advertising Specialty Na- | 
tional Assn., annual specialty fair, Palmer 
House, Chicago. 

Sept. 26-29. Pacific Coast Council, 
American Assn. of Advertising Agencies, 
Hotel Del Coronado, Coronado, Cal. 

Sept. 26-30. Financial Public Relations 
Assn., annual convention, Hotel Statler, | 
Washington, D. C. 

Oct. 4-5. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 
| *Oct. 7-9. Pennsylvania Newspaper Pub- 


| lishers’ Assn., annual convention, Penn | 
Harris Hotel, Harrisburg. 
| Oct. 9-12. Mail Advertising Service | 
| Assn., annual convention, Hotel Statler, | 
| Boston. 

Oct. 13-15. Direct Mail Advertising | 
|Assn., annual convention, Hotel Statler. 
Boston. 


| Oct. 18-19. Agricultural Publishers Assn., 
| annual convention, Chicago Athletic Club, 
Chicago. 

Oct. 18-19. Boston Conference on Dis- 
tribution, 26th annual conference, Hotel 
Statler, Boston. 

Oct. 21-22. Audit Bureau of Circula- 
tions, 40th annual meeting, Drake Hotel, 
Chicago. 

Oct. 31-Nov. 2. Screen Process Printing 
| Assn., annual convention, Hotel Jeffer- 
| son, St. Louis. 


Nov. 7-11. Outdoor Advertising Assn. 
lof America, annual convention, Hotel 
| Commodore, New York. 


Nov. 8-10. Assn. of National Advertisers, 
annual meeting, Hotel Plaza, New York. 


} 
Broil-Quik Changes Name; 
Appoints Hicks & Greist 
| Broil-Quik Inc., New York man- 
|ufacturer of infra-red broiler ro- 
| tisseries, has changed its corporate 
name to Peerless Electric Inc. and 
will use Broil-Quik as a product 
name only. The company has 
switched its advertising account 
from Zlowe Co. to Hicks & Greist. 
An additional $800,000 in its ad-— 
|vertising budget, increased to $2,- 
300, 000, will be used for increased 
‘radio and tv coverage in major 
markets including participation in 
the new NBC “Home” show. Ad- 
ditional business paper space also 
|will be used. The current maga- 
zine schedule will continue un-| 
changed (AA, Feb. 15). 


Westinghouse Boosts Dille 
Gordon Dille has been en 
to public relations manager of the 
lamp division of Weltinghous | 
Electric Corp., Bloomfield, N. J. 
Mr. Dille, formerly with the com- 
pany’s New York public relations 
office, joined Westinghouse in 
‘1948. 


Which 
publication 
reaches 


every 


establishmen 
with a 
design- 
engineering 
function? 


MACHINE DESIGN is the only design publica- 
tion that uses a continuing census of 
industry to insure coverage of every 
establishment with a design function. 
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FIFTH ANNUAL 


CHICAGO TRIBUNE FORUM 
ON DISTRIBUTION AND ADVERTISING 


Area I , 


MONDAY, MAY 17, 1954—2:00 P. M. 
Marketing to raise the standard of living 


Area Il 


TUESDAY, MAY 18, 1954—9:30 A. M. 
Management looks at distribution and advertising 


Area Ill 


TUESDAY, MAY 18, 1954—2:00 P. M. 
Advertising to raise the standard of living 


W-G-N AUDIENCE STUDIO 
445 N. Michigan Ave., Chicago 


WHAT new advances in marketing can help 
bring about those increases in the standard of 
living which are needed to assure a continued 
strong economy? What changes are needed in 
the organizational setups of the selling and ad- 
vertising departments? As the expanding econ- 
omy changes the complexion of the mass mar- 
ket, how can business improve its communica- 
tions with this market? 

These will be among the questions to be dis- 
cussed at the fifth annual Chicago Tribune 
Forum on Distribution and Advertising, May 
17 and 18 in Chicago. On these dates this news- 
paper for the fifth year will be host to leaders 
in business and industry gathered for the pur- 


pose of exchanging ideas and developing better 


ways to distribute, advertise and sell mer- 
chandise. 

Each of three panel discussion sessions will 
be concerned with an area of special interest to 
those responsible for planning, preparing and 
placing advertising. Panel members are leading 
executives in the spheres of manufacturing, re- 
tailing, finance and advertising. Panel moder- 
ators are men of authoritative positions in their 
areas of discussion. 

Because of the limited seating capacity, ad- 
mission will be by tickets which may be ob- 
tained by addressing the Chicago Tribune, 
Room 1333, Tribune Square, Chicago 11, IIl. 


Chicago Uribune 


THE WORLD'S GREATEST NEWSPAPER 
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Feature Section 


vertising Age 


ss THE NATIONAL NEWSPAPER OF MARKETING 


The New Competition: An Analysis of Advertising Growth... 


Two Out of Every Five Nationally Advertised Brands 
Are ‘Newcomers’ to Advertising Ranks 


Advertising Growth: First of Series 


Small Ads Take Thought: Woolf 


Food Supers Invite Problems 


Advertisers and UHF 


ei 


What has been happening to advertising in terms of new advertisers and newly-advertised brands? How does advertis- 
ing competition now compare with what it was before World War II and further back? Where do new advertisers come 
from, and how well do they weather war and depression? What is their effect on media and agencies? To answer these 
and other questions Advertising Age, in cooperation with the Magazine Advertising Bureau, has conducted a detailed 
study of national advertising going back, in some instances, as far as 1913. Here is the first of a series of three articles giv- 
ing the findings. The dimensions of the growth, and its effect on advertising competition, are outlined in this article. Future 
articles will discuss the similarities and differences between the World War I and World War II postwar periods, and re- 
view the implications of the heightened advertising competition. 


By W. H. Mullen 
Director, Magazine Advertising Bureau 
and 


John Crichton 
Executive Editor, Advertising Age 


If you are a national advertiser, using 
a national medium—newspapers, maga- 
zines, network radio or television—you've 
probably become increasingly aware of 
a continuing phenomenon—new and in- 
creasing competition. 

You may have a strong market posi- 
tion. Your advertising may have been ef- 
fective. You may have built a strong 
consumer franchise. Yet the last 15 years 
have seen an astonishing growth in the 
number of companies using the same ad- 
vertising media as you do, and vour com- 
petitors have increased markedly during 
that period. 

The competition tends to come chiefly 
from companies within your industry, of 
course. If your field is typical, you have 
had a number of new companies begin 
marketing in the last decade and a half, 
and you've probably discovered that di- 
versification of established companies also 
means more competition. 


s Further, the postwar period has seen 
a sharp increase in the number of goods 
and services available to any consumer. 
This has the effect of putting industries— 
far apart in the products they make—in 
competition for the consumer dollar. Who 
knows how many dress purchases were 
deferred because the family bought a 
television set? Who knows how many 
automobiles were regretfully bypassed 
because the family decided instead to 
buy a brick Cape Cod in Fulton Heights? 

It has been true in the postwar years 
as never before that no manufacturer 
could say with any certainty just what 
his competition was. Thus it is not with- 
in an industry alone that the new com- 
petition is important: it is the ever-grow- 
ing number of demands on the consumer 
dollar. The electric mixer’s sales are 
not only affected by the advertising of 
new brands in the field, but by new plas- 


The authors are indebted to a number of sources 
for much of the data presented in these articles, 
and have prepared a detailed explanation of 
sources, definitions and explanations of the ma- 
terial used in the series, which is available in 
mimeographed form to Advertising Age readers 
who may be interested in having this basic back- 
ground. Single copies are available without charge 
from the Library, Advertising Age, 200 E. Ili- 
nois St. Chicago 11, Ill. 


tic dinnerware, by Orlon sweaters, or 
rubber tile flooring. 


®# If you have been watching the market- 
ing tactics of your competitors, none of 
the following figures will be new to you. 


e In 1939 (about the earliest year for 
which reliable and comprehensive records 
for all major media are available) there 
were 936 companies investing $25,000 or 
more in national advertising in magazines, 
newspapers, or network radio. 


But the cold statistics have a real story 


to tell: e In 1952, latest year for which com- 


Table A 


The Number of National Advertisers, Their Total and Average Expenditures 
in Four Media, 1939-1952 


Number of Their Total Average 
National Media Expenditures Expenditure 
Advertisers (1) (Space & Time) (2) Per Advertiser 
1939 936 $ 333,157,000 $355,900 
1944 1,498 563,957,000 376,500 
1949 2,198 924,701,000 420,700 
1950 2,223 996,687,000 448,400 
1951 2,384 1,142,478,000 479,200 
1952 2,538 1,208,223,000 476,053 


(1) The number of national advertisers spending at least $25,000 annually 
in magazines, newspapers, network radio, network television. 


(2) Space and time expenditures of these advertisers, without preparation 
charges on printed advertising, production or talent charges on air time. 


Chart I 


THE GROWTH IN THE NUMBER OF NATIONAL ADVERTISERS 


No of 1939 TO 1952—AND THEIR FOUR-MEDIA EXPENDITURES ; a 
Advertisers xpenditure 
3,000 $1.5 Bil. 


BARS — Number of National Advertisers — those 
investing $25,000 or more in Magazines, Newspapers, 
Network Radio, Network Television. 


LINE — Dollar Expenditure — space and time only, 
without preparation charges on printed advertising, 
production or talent charges on air time 


recone 
1952 


1951 


1949 1950 


plete records are available, the number 
of companies spending the same amount 
in these media (plus the golden infant, 
network television) had jumped to 2,538. 


e In other words, there has been a net 
increase of 1,602 companies. Or, put an- 
other way, nearly three times as many 
companies are now trying to reach the 
consumer through national advertising as 
in 1939! 


a The brand story is almost the same. 
In the restless year of 1939, when Hitler 
rolled into Poland and pressed the trigger 
for World War II, there were 1,659 brand 
campaigns running on behalf of 737 com- 
panies which were consistent, established 
advertisers. (That is, they had placed 
$25,000 or more in national advertising 
in each of three prewar years, 1938-1940.) 
Of these 737 companies, 619 survived into 
1952, and their advertised brands that 
year numbered 2,574—up better than 
50% from prewar. 

In addition, however, there were 1,133 
other companies spending $25,000 or more 
in national promotion in each of three 
years, 1950-1952, but which were not con- 
sistent prewar advertisers. These new 
companies had 1,898 brands in 1952 which 
they were promoting. That year, therefore, 
saw 4,472 brands being advertised by 
these two groups of companies—com- 
pared with the 1,659 brands of established 
prewar advertisers. 


So the net increase from 1939 to 
1952, in the number of advertisers, 
was 171%, and 170% in the number 
of brands. 


= But most important from a marketing 
standpoint is this: more than two out of 
every five of today’s nationally advertised 
brands are those of “new companies”— 
new in the sense they were not consistent 
prewar advertisers! 

Here is your evidence of a dynamic 
economy—an economy that breeds de- 
mand, that is accustomed to a continuing 
parade of new and improved products, 
of companies which are created to bring 
those new and exciting products to mar- 
ket. It is an economy of growth. Its re- 
sults are everywhere apparent in the ad- 
vertising business: 


e For the advertiser, the lesson is ob- 
vious. If he had three competitors in 1939, 
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Chart II 


THE 1952 IMPORTANCE OF NEW NATIONAL ADVERTISERS BY MEDIA 


FOUR MEDIA 


1952 Volume of Established Advertisers of Pre-War 


[| 1952 Volume of All Other Advertisers 


MAGAZINES 


NETWORK TELEVISION 


NETWORK RADIO 


Table B 


1952 National Advertising of Established vs New Advertisers by Media 


(Thousands of Dollars) 


1952 

Total 
Magazines $503,698 
Newspapers 370,281 
Network Television 177,767 
Network Radio 156,477 
Total $1,208,223 


he must contend with four or five added 
starters in the mid-’50s. His advertising 
has nearly three times the competition it 
had 15 years ago. 


e For the agency, those figures have 
spelled opportunity. Billings have soared; 
by the end of 1952, three agencies billed 
mere than $100 million annually, and 24 
over $25 million. In 1947 there was one 
$100,000,000 agency, and only 13 bill- 
ing as much as $25,000,000. The number 
of agencies increased sharply—in 1939, 
Standard Advertising Register listed 1,800 
agencies; it listed 3,000 in 1952. 


e For the medium, these figures repre- 
sent a problem in coverage. If a magazine, 
say, had 25 men on its sales staff in 1939, 
each man had about 35 accounts. Now, 


Prewar Advertisers 
$338,136 (67.1%) 
294,942 (79.7%) 


$925,766 (76.6%) 


From 619 From All 

Other Advertisers 

$165,562 (32.9%) 
75,339 (20.3%) 
23,535 (13.2%) 
18,021 (11.5%) 


$282,457 (23.4%) 


provided the magazine didn’t increase 
the staff, each man would have about 100; 


154,232 (86.8%) 
138,456 (88.5%) 


if it doubled the size of the sales staff (as . 


some have) each man still has about 
half again as many accounts as in 1939. 
And the accounts are tougher because 
established advertisers have added new 
divisions and new products, and personnel 
has tended to change rapidly as men are 
moved into brand and division super- 
vision. 

So advertisers and brands have in- 
creased substantially. But there’s a para- 
doxical footnote. In general, increases in 
advertising space and time have just 
about kept pace with the number of ad- 
vertisers using the medium. The average 
expenditure of each of the 2,538 national 
advertisers of 1952 was somewhat but 


Table C 


Business Classifications Where New Advertisers 
Account for a Third or More of Total Billings 


Total 1952 Percentage By: 

National Advertising New Established 

(In Thousands) Companies Companies 

Industrial Materials $ 47,849 56.0% 44.0% 
Building Materials 31,519 49.4 50.6 
Apparel 43,956 48.8 51.2 
House Furnishings 30,736 44.7 55.3 
Radios, Phonographs, Television Sets 27,682 43.9 56.1 
Transportation, Travel, Resorts 39,284 41.3 58.7 
Publishing & Media 20,932 35.9 64.1 
Heusehold Equipment 66,193 32.7 67.3 
10 Other Business Classifications 108,760 53.1 46.9 

Business Classifications Where the Es- 
tablished Advertisers Are Still Dominant 

Smoking Materials $ 73,938 1.8% 98.2% 
Soaps & Cleansers 72,529 6.9 93.1 
Automotive & Accessories 126,296 7.1 92.9 
Beer, Wine & Liquor 72,575 10.8 89.2 
Toiletries & Toilet Goods 129,081 11.4 88.6 
Gasoline & Oil 30,028 12.2 87.8 
Foods & Food Beverages 193,414 15.2 84.8 
Drugs & Remedies 62,138 17.0 83.0 
Confectionery & Soft Drinks 26.555 26.9 73.1 


not much higher than the average ex- 
penditure per advertiser of the 936 ad- 
vertisers of 1939. (See Table A and Chart 
ee 


e Among the 2,538 national advertisers 
of 1952, there are two distinct groups: the 
1,133 advertisers who are “new” but now 
firmly established; the 737 who were con- 
sistent advertisers prewar, and who were 
thinned to 619 by 1952. (Of the 118 com- 
panies which disappeared from the roster, 
some 34 merged with the 619 and their 
products are still being advertised. So 
only 84 consistent prewar advertisers 
seem to have abandoned advertising na- 
tionally for one reason or another.) 

It is these 1,752 companies of the 2,538 
that we intend to study. We’re going to 
see something of how old the new com- 
panies are, when and where they started 
advertising, what industry fields they’ve 
invaded, and how they compare with 
longer-established companies in size and 
diversification. 


= Let’s begin by measuring the impor- 
tance of the newcomers. National adver- 
tising is still dominated by the established 
companies—they accounted for $925,766,- 
000 or 76.6% of the 1952 four-media total. 
jt a 


1. About a fifth of all national adver- 
tising in those media was done by 
new and established advertisers— 
about $230,000,000. 


2. And there were 786 other advertis- 
ers in 1952 who were neither estab- 
lished prewar advertisers nor con- 
sistent advertisers in the 1950-1952 
period. They acounted for 4.4%—or 
$52,663,000. 


So there is roughly a three-to-one ratio 
in dollar investments, between prewar 
advertisers and new companies. And the 
still-dominant position of the 619 es- 
tablished advertisers is constant with the 
various media, but it varies in proportion. 
In magazines, this group spent $338,136,- 
000 or 67.1% of the total; in newspapers 
they spent $294,942,000 or 79.7%; in net- 
work television they spent $154,232,000 
or 86.8%; and in network radio, $138,456,- 
000 or 88.5%. (See Table B and Chart II.) 


s A more startling view of the impor- 
tance of the new advertisers is to be found 
by studying the advertising classifications 
in which their impact is more strongly 
felt. Table C and Chart III show the ex- 
tent of their total expenditures. In the 
“industrial materials” classification, for 
example, new advertisers account for 56% 
of national advertising; in the important 
“household equipment” classification, 
nearly a third of all national advertising 
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comes from newcomers. 

But it’s well to remember that the in- 
vasion isn’t an across-the-board affair. 
There are important classifications where 
the inroads of the newcomers have been 
slight. Those are also shown in Table C. 
Newcomers in the smoking materials 
field, for instance, account for only 1.8% 
of expenditures, for only 6.9% of soaps 
and cleansers, for only 15.2% in the mam- 
moth food and food beverages classifica- 
tion. ° 

But these are measurements of com- 
pany expenditures, not brand promotion. 
They don’t reflect the blitz of the soap 
eld by Procter & Gamble’s Tide, be- 
cause P&G was a well-established prewar 
advertiser. They don’t show the zooming 
climb of American Tobacco’s Pall Mall 
for the same reason, and most of the 
filter cigarets’ rise is similarly concealed. 
Some of those brands came out of no- 
where. but they were the products of 
es‘ablished companies. 


# Now, a closer look at the brand picture. 

As we said, 737 well-rooted companies 
in 1939 were advertising some 1,659 
branded and trademarked products and 
services, or about two per company. There 
were 252 brands of food products, 173 
brands of beer, wine, and liquor; and 160 
items of toiletries and toilet goods. They 
were American household words—and 
they should have been, because half of 
the companies had been using national 
advertising for at least ten years, and 
around 40% had been advertisers for 
twenty or more years. 

But by 1952, the prewar advertisers had 
boosted their brand total to 2,574, and they 
were contending with 1,898 brands 
launched by the newcomers. Here we 
repeat: better than two out of every five 
advertised brands now are those of new 
advertisers. 


s Table D and Chart IV summarize the 
battle of brands. Again, it is unequally 
distributed across the field of business. 
In some classifications, the inroads are 
slight. In general, the greater the number 
of brands in a field, the greater the num- 
ber and proportion of “new” advertisers. 
For media, this multiplication of brands 
has had startling consequences. In maga- 
zines, the number of brand campaigns 
tripled between 1939 and 1952, and 44% 
of all 1952 brand campaigns came from 
newly-established companies. In news- 
papers, brand campaigns doubled in the 
same span, and a third of 1952 advertis- 
ers are newcomers. In network radio, 
brands doubled, but only 15% of the 1952 
campaigns were sponsored by new ad- 
vertisers. (See Table E and Chart V.) 


es Where did the newcomers come from? 


Chart III 


THE 1952 IMPORTANCE OF NEW NATIONAL ADVERTISERS IN SELECTED BUSINESS CLASSIFICATIONS 


Industrial Materials 
($47,849) 


Building Materials 
($31.519) 


Transportation, Travel 
& Resorts 
($39,284) 


Radios, Phonographs, 
& TV Sets 
($27,682) 


N.B. Dollar figures in parentheses show in thousands 
the 1952 national advertising in all four media. 


Household Furnishings 
($30,736) 


Apparel 
($43,956) 


Publishing & Media 
($20,932) 


Household Equipment 
($66,'©3) 


11952 Volume of Established Advertisers of Pre-War 


—- 1952 Volume of All Other Advertisers 
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Leading tackle manufacturers are bullish! 
Their sales this year are soaring! Here’s how they put it: 


Sonam ; ae ate | 


« 


“We expect the current year to be the best in our seventy-year rders placed for Airex spinning tackle to date are higher than 
history.” A. T. Lyon, Secretary-Treasurer in any similar period in the company’s history.” 


Martin Reels Incorporated Redge Purnell, Vice President & General 
Sales Manager, Airex Division of Lionel Corp. 


who said, ‘Recession’? 


ae 


@ More men spend more time fishing and 
hunting than in any other leisure activity 
AND 
@ SPORTS AFIELD, with its six Sports Afield 
annuals, provides more fishing and hunting 


service than any other outdoor publication. 


SPORTS AFIELD 


THE AUTHORITY FOR FISHING AND HUNTING 


“Our business is showing a very large increase over last year.” A Hearst Magazine 
r. , 
T. Lenk, Vice President 959 Eighth Avenue, New York 19, N. Y. 


Charles Garcia & Sons 
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Table D 


Business Classifications Where New 
Brands Exceed Established Brands 


Total 
National 
Advertising, 1952 
(in Thousands) 
Household Equipment $66,193 
Industrial Materials 47,849 
Apparel 43,956 
Transportation, Travel, 

Resorts 39,284 
Building Materials 31,519 
Household Furnishings 30,736 
Radios, Phonographs, 

Television Sets 27,682 
8 Other Business 

Categories 84,061 


1939 Brand 
1952 Brand Campaigns Campaigns 
Pre- of Pre- 


Business Classifications Where Es- 
tablished Brands Are Still Dominant 


Food & Food Products $193,414 
Toilet Goods 129,081 
Automotive & Accessories 126,296 


Smoking Materials 73,938 
Beer, Wine & Liquor 72,575 
Soaps & Cleansers 72,529 
Drugs & Remedies 62,138 
Gasoline & Oil 30,028 
5 Other Business 

Categories 76,944 


New Ad- war Ad- war Ad- 

Total vertisers vertisers vertisers 
298 149 149 81 
276 150 126 46 
488 274 214 114 
169 92 77 69 
357 195 162 59 
189 107 82 48 
66 39 27 11 
435 272 163 114 
577 169 408 252 
349 76 273 160 
178 53 125 99 
66 13 53 57 
252 48 204 173 
100 28 72 54 
186 4l 145 117 
70 15 55 43 
416 177 239 162 


Chart IV 


THE COMPETITION OF NEW BRANDS IN SELECTED BUSINESS CLASSIFICATIONS 


298 1952 Be 216 


Household Equipment 
($66,193) 


Industrial Materials 
($47 849) 


357 1952 


Building Materials 
($31,519) 


Household Furnishings 
($30,736) 


1929 


1952 


Apparel Transportation, Trave’ 
($43,956) & Resorts 
($39,284) 


66 


Radios, Phonographs, 
& TV Sets 
($27,682) 


[] 1939 Brand campaigns of the established advertisers of pre-war. 


Brand campaigns of those same advertisers in 1952 


[J Brand campaigns of 1,133 new advertisers in 1952 


(Dollar figures in parentheses show in thousands the 1952 national advertising in all four media) 


Surprisingly few are war babies. Only 
about a third first became national ad- 
vertisers in the 1941-1945 period. Some 
have been around awhile. One in five 
was advertising in the prewar period, but 
didn’t qualify as an established advertis- 
er because it didn’t invest the minimum 
$25,000 in each of the three base years 
used for this study. 

But—and here’s the big point—almost 
half of these 1,133 companies started 
their first national advertising in the 
postwar period! (See Chart VI.) 

Just to emphasize the point: almost as 
many companies moved into the national 
advertising field in the postwar period 
as there were established prewar ad- 
vertisers who were still advertising in 
the 1950-1952 period! 


= This is not to suggest that the estab- 
lished companies are in any danger of 
being over-run by the new competition. 
They aren’t. The established companies 


are, by and large, aggressive, well-man- 
aged, well-financed companies. But this 
is a dynamic economy, with lots of room 
to grow. Wherever the established com- 
panies have lagged with products or in- 
novations, the newcomers have moved in 
—successfully. 

The dollar balance is still heavy in 
favor of the established company. In fact, 
the averages look overwhelming. The 
average national advertising investment 
of the 619 established advertisers was 
$1,496,000 in 1952. This is seven and one- 
half times the expenditure of the newly- 
established advertiser, $203,000 in 1952. 

The newcomers are often small. Even 
in 1952, more than 80% invested less than 
$250,000 in national advertising. But there 
are companies in the group which show 
signs of becoming major advertisers in 
anyone’s league: 95 spent $500,000 or 
more in national advertising. (See Table 
F.) 

Further, the evidence indicates that 


many of these advertisers have heightened 
the effect of their advertising by con- 
centrating it in a single medium. Of the 
new advertisers, 78% used only one me- 
dium in 1952. Of the established adver- 
tisers, only 44% were concentrated in a 
single medium. 

Three out of four new advertisers (826) 
used magazines alone in their first year 
of national advertising. Another 217 be- 
gan wholly in newspapers. Network ra- 
dio and television drew much smaller 
that television was not such an important 
(See Chart VII.) (But it should be said 
that television was not such an important 
medium as it is now in the years when 
most of these companies began national 
advertising, so that the comparison is 
hardly fair.) 

Most of these national advertisers ap- 
parently came into these media from 
business papers. Of these 1,133 compa- 
nies, we have definite information about 
772. Of those, 679 (88%) used business 
paper advertising (at least in the year 
immediately prior to their beginning na- 
tional advertising) and only 93 did not. 

It is altogether likely that most of these 
companies may have begun advertising 
in outdoor, transportation, or spot radio 
or television. Unfortunately, no detailed 
records are available on these important 
media. 

+ + * 

These are facts to keep in mind about 

the new competition: 


e About a quarter of all national adver- 
tising is currently being done by “new” 
advertisers. In magazines the proportion 
is one-third. 


e Despite their relatively low budgets, 
some of them promise to be increasingly 
large advertisers. There are major com- 
panies in this group. Some are new con- 
verts to advertising. Some have been 
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WHEN THE NEW NATIONAL ADVERTISERS 
OF 1950-1952 GOT STARTED 


N.B. — Some of these 1,133 newly established advertisers of post-war 
had an irregul ional advertising pattern in the pre-war yeors of 1938- 
1940. They did not become firmly established in those years, however. 


sporadic users. But by and large their 
expenditures are rising, and rising fast. 


e In some fields these companies are 
already an important segment. In 18 of 
28 Publishers Information Bureau classi- 
fications, one-third or more of the adver- 
tising is done by new advertisers. 


e On a brand basis, the competition is 
even more apparent: two out of every 
five of current brand campaigns are by a 
new advertiser. In 15 of 28 PIB classifi- 
cations, the number of new brand cam- 
paigns equals or exceeds the brand cam- 
paigns of established advertisers prewar. 


a This, then, is the new competition. 
It has two great lessons implicit in its 
appearance: 


1. The myth of the static economy tends 
to keep popping up in business discus- 
sion. So do words like concentration, 


Table E 


The Brands of New vs Prewar Advertisers by Media 


1939 Brand 1952 Brand Campaigns 
Campaigns of By New By Prewar 
Medium Prewar Advertisers Total‘ Advertisers Advertisers 
Magazines 1,164 3,639 1,588 2.051 
Newspapers 978 1,829 560 1,269 
Network Radio 237 457 67 390 
Network Television — 474 78 396 
*Not the grand total for any medium, please remember, but only the total 
for the two groups of companies we are considering: 619 of the prewar 
advertisers who continued to advertise in 1952; 1,133 newly established 
national advertisers of postwar. 
Chart V 
THE COMPETITION OF NEW BRANDS BY MEDIA 
1939 [ 1,164 
Magazines ' 


[__}is29 Brand campaigns of the established advertisers of pre-war. 


1939 237 


Network 
Radio 
1952 457 


Wf Brand campaigns of those same advertisers in 1952 


[7 Jorona compoaigns of 1,133 new advertisers in 1952 


oe ee TR eres nie Gat! 5 Pa hs ethane. oat MONE ss sal a 4 me ag ay bE ih). eae on, EE bE IPA PAY sole Ne rr 4), hed hed Ce ce aes eee he 2 5 Fats pa oe oa PM Meme” dee Shing = Lt ems: By To pel Sobers Rs 5: . Bittio sp Spe Eee cate: oe a CS aus Bisse nd Me 8 $ 
A rian cela Beige aad A ip st eh gee EF es PR haa SSS CRI DES ON AMR nh ofS cai Pha SBME 5 {BERS pa ine man eee) iene hee sehen ae Wee Bee eee aia TA ayet Gees. eae RRS SES ee RG oko i 
a SA Netee tn ie x oie at coco my at ea ee Sees Geis Ri Re ie ae ee Riloe eek tegy SE er casiol aie Se he ikl, 9) amend sapcetleadiirind inc Nea oe eae eA Ne Ne ey ae : ae ee Pe 
eee oe 
Geo © ee fh 
~,. ar: ] 
= ee - oe 
oe SE 
Scares estes ec icabagaesceeeevee see reeset i 
Se eee be eerily 7 Ph 
LA... -- 
(1938-1940) Ge % . 
Se ‘7 
a Rk eee ; 
ees : . 
: POST-WAR eee 
Es (dee 1908 Pct iouiiamne me a : ; 
47.9% Picasa nee 
poses WAR Se | . 
psc (OMI OOS) soe F 
em | 
? 1 a “aa fs 
aor 
ec Rcsiy sea a 
2 ae 
< ee 
: Beha ae 
: acces * 
: per 
i : ae 
7 Pharee 
: Lee me 
P a 
. | ee 
Pe za 
aes 
. ren 
‘ a : be a | 
: e eae ce 
é 1939 8! 19398 | 45 1939 14 = 5? ] Peak 
: Pe Fo 
ae 1 a a ee 
: : Se 
SH ree ennae os a as 
SERS: Epaaaaaa Se poaeag it cae 
i =“ — se siete | “= 2 Ms ee aaa 
he Be } : Res tae = 
7 ae 
se «2 eee 
i Bi ~ 
am 1939 | 1939 7 48 1939 t " >? a 
a : eee 
ie Meee 
=, sais aid a 
oe , eee 
ae 952 eee elie ond 1952 ET = Be Soci ala 
E EH BRT ete : ieee 
es a = 
id ia ag 
= Be ae 
ei eres: 
3 5 ae 
ae Seas a : 
“a Oa 
af S ' i : d 
: "I eer we Bo ae 
an ees: 
Yy aga ra 
"3 UUM IL ‘aaa situa 
x LZ Yi; | 
1939 7 
Network 
Television y 
| Te) /73/) 
i 
; i ais 


Advertising Age, May 10, 1954 


Chart VII 


THE MEDIUM FIRST USED BY THE NEWLY-ESTABLISHED NATIONAL ADVERTISERS OF POST-WAR* 


MAGATINES 


Used medium exclusively in first year 
of national advertising. 


7 Used medium in conjunction with another. 


[J Did not use medium in that first year. 


centralization, monopoly or oligarchy. 
But the evidence here presented makes 
it quite clear that this isn’t true. New 
companies and new brands are open- 
ing up new markets, expanding old 
ones, contributing to a dynamic econ- 
omy. 


2. The competition never lets up. There’s 
almost no such thing as secure market 
position any more. It’s something you 
win every day. The new companies 
and new brands only make it more 
imperative that you don’t miss any 
days. A “consumer franchise” is that 
much harder to get, that much harder 
to hold. The steady stream of new com- 
panies, products, brands inevitably 
means that consumer loyalty is under 


Salesense in Advertising... 


75.2% 


NEWSPAPERS 


*Only 3.1% and 0.2% of these 
newly established advertisers 
used network radio and network 
television respectively in their 
first year of national advertising. 


increasing pressure. We live in an ac- 

celerated economy—a brand can go 

from front-runner to tail-ender in a 

frighteningly short time. You cannot 

discount the growing claims of new 
companies on the customer who used 
to be yours alone. 

(In the past eight years, the American 
economy has been through a boom, a 
junior-grade war, and some people think 
we’re nosing down into a recession. The 
second article of this series, to appear 
next week, is basically historical: what 
happened to advertising in the boom of 
the ’20s when everything was just lovely; 
and what happened to advertising when it 
was hit by a cataclysmic depression; and 
what happened to advertising during and 
after two vastly different wars.) 


Think Long and Hard About the Little Ad 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activites 
of the western offices of J. Walter 
Thompson Co.) 

Browsing through a display of second- 
hand books the other day, I discovered 
“Advertising Technique,” by F. T. Den- 
man. The year of publication was not 
decipherable, but I believe the volume 
was written during the 
early 1920s. Mr. Den- 
man discussed in some 
detail his formula for 
giving effective physi- 
cal dress to advertise- 
ments ranging from, 
say, 42 to 84 lines in 
depth over a_ single 
column. 

What did Mr. Den- 
man think of the small 
ads of his day? Well, there were some 
he admired, but many more he didn’t 
think much of. He seemed to believe 
the poor ones were poor because nobody 
tried very hard to make them good. 

“That dominating little ad didn’t just 
happen,” he wrote. “Somebody thought 
about it long and hard. Somebody cut and 
pasted and shifted things around and then 
tore up his layout and cut and pasted 
some more. Perhaps after the most care- 
ful planning it had to be reset; perhaps 
it was reset several times and the ad- 


James D. Woolf 


vertiser paid the bill. But wasn’t it worth 
while! That small space got more atten- 
tion than space costing many times as 
much.” 


s Mr. Denman’s comments set me to cast- 
ing an appraising eye over the small ad- 
vertisements in the current issues of sev- 
eral magazines. | wondered how much we 
have improved in this department during 
the three decades that have elapsed since 
“Advertising Technique” was written. My 
conclusion is that there is still vast room 
for improvement. 

The small ad is no kindergarten exer- 
cise. I think it is probable that the smaller 
the space the more difficult is the layout 
problem. When one has a whole page to 
work with, and often color to boot, it 
is relatively easy to achieve a layout that 
will have a fair amount of attractiveness 
and optical value. But three of four inches 
of single-column space is often a horse 
of another pigment, and the layout man 
who is accustomed to working in page 
units frequently has a pretty tough time 
of it if he is lacking the perseverence de- 
scribed by Mr. Denman. 

The mistake most commonly made, I 
suspect, is that of trying to put too much 
into the advertisement, and particularly 
of trying to say too much in the headline. 
The long headline that is made up of 10 
to 15 words does not lend itself to striking 
display in single-column advertisements. 
We all know this, of course, and it 


Sylvania Electric 
Products ...... 


Nestle Co. ......... 


Motorola, Inc. ............. 2,170,953 


American Cyanamid ing System 


Curtis, Helene, 


ance Society ........ 
.. 2,826,079 French Sardine Co. .. 
Manhattan Soap Co., 2,731,748 American Dairy Assn. 
we 2,376,260 Pacquin, Inc. ... 
Kaiser-Frazer Corp. .. 2,334,740 Gold Seal Co. . 
Reynolds Metals Co. 2,261,323 Minnesota Mining & 
Mfg. Co. ....... 
Hall Brothers, Inc. .... 2,044,350 Columbia Broadcast- 
aeionaee 947,886 U. S. Government .... 612,485 
A ctsiteiaaeaaesacsnsianes 1,991,125 Swanson, C. A, & 


976,035 Republic Steel Corp. 641,513 
oe 975,852 Swiss Federation of 
is 972,068 Watch Mfrs. .......... 640,580 
Yale & Towne Mfg. 
igumiani 959,924 GOs aitiiirceccssstchine . . 
Clinton Foods ............ 615,958 


Pan American World GONG: scorienmsenuareen 907,332 Hawley & Hoops, Inc. 609,575 
AirWAYS o.ccccsseereeee 1,745,410 Timken-Detroit Axle Ke ott Copp 

I SIR iscisisricadsicns 1,726,181 Oly “iidiecrinissccben 895,841 Corp. ewe 

Bishop, Hazel, Inc. .... 1,639,353 Timken Roller Bearing Marathon Corp. ........ 607,552 

American Meat CEs. Auntiincieuss 890,147 Phillips-Jones Corp. 605,849 
RI isis dessssoniis 1,566,057 Mullins Mfg. Corp. .... 880,191 Lewyt Corp. oo... 605,735 

Revere Copper & International Telephone & Pure GR Gav ssi 603,653 
Brass ...cccceeecess 1,497,709 Telegraph Corp. .... 877,038 Wine Advisory Board 596,700 

Serutan Co. ............. 1,478,553 Wine Corp. of Beatrice Foods Co. .... 578,993 

Montenier, Jules, Inc. 1,472,019 RRR sisssecmrtrnts 868,364 America Fore Insur- 

Mutual Benefit Health & Western Auto Supply ance Group .......... 575,800 
Accident Assn. ...... 1,429,178 CBs... sniicentsiniane 850,008 Reddi-Wip, Inc. ........ 573,936 


Arvin Industries ........ 808,980 Cunard Steamship Co. 563,124 


SROUEITIOD. cir scsencerse 1,382,507 Motor Products Corp. 808,464 Continental Can Co. 557,268 
Leeming, Thomas, & National Airlines ...... 783,970 Atlas Supply Co. ...... 554,155 
Riis sia shantcinticinsisiosss 1,323,933 Pacific Mills .............. 782,279 Pal Blade Co. ............ 536,844 
Sasser, Nancy ............ 1,318,544 Shwayder Brothers .... 779,605 Paul, Peter, Inc. ...... 531,815 
Black, Walter J. ........ 1,309,967 Stitzel-Weller Distillery 760,609 DuMent, Allen B., 
Electric Cos. Advertis- Minute Maid Corp. .... 744,462 Labs. c.cccccccsscseeecsees 529,427 
ing Program ........ 1,265,913 Capital Airlines ........ 714,095 Puerto Rico, Govern- 
American Petroleum Lees, James, & Sons ONE OF Gisiiinians 523,415 
RN Dicsthicicassins 1,264,183 MOGs. <tisnssiannidabiansodene 706,614 Esterbrook Pen Co. 522,527 
Eastern Airlines ........ 1,248,145 Rosefield Packing Co. 706,132 Easy Washing 
Miller Brewing Co. .. 1,227,687 Ekco Products Co. .... 700,973 Machine Corp. ...... 515,494 
American Federation of Amana Society ........ 696,905 Lockheed Aircraft 
RON sehdsionssiiveens 1,210,789 Landers, Frary & SIs iccisivrcctdvasssenits 506,593 
«ee 1,161,274 Clark c.cccccccsceeessss) 696,881 American Export 
American Marietta Co. 1,145,025 Speidel Corp. ............ OTGRUS UAE idiniisicdiion 503,000 
Institute of Life Unicorn Press, Inc. ..... 687,321 National Pressure 
CROUPERER™ crccccecocseee 1,130,017 DeBeers Consolidated Cooker Co. oo... 502,984 
Owen Nursery ........ 1,014,507 TE haritniicrtens 682,163 


57 
Table F 
95 National Advertisers Spending $500,000 Or More in Four Media 
in 1952 Which Were Not Established Advertisers Prewar 
Admiral Corp. ....... $3,493,715 National Steel Corp. 1,010,298 Raytheon Mfg. Co..... 672,605 
Hunt Foods, Inc. ........ 3,199,340 Merck & Co. ou 983,194 Cling Peach Advisory 
Rexall Drug, Inc. ...... 2,991,537 Equitable Life Assur- eee ae 665,917 


981,639 Owens-Corning Fiber- 
976,235 St. CO. namin 649,983 


Breck, John H., Inc... 611,792 


embarrasses me to even mention such a 
timeworn principle except for this: often- 
er than not we revere it as a principle 
but not as a practice. Note with approval 
how “Corns” dominates the Dr. Scholl’s 
ad shown here, and how, as against this, 
nothing dominates the Ace Rubber ad- 
vertisement. “ACE Texto Tred,’ to be 
sure, is positioned as a sort of headline, 
but this combination of three words is 
likely to have little or no quick meaning 
to the casual looker. 


= I feel sure that the small ad is most 
effective, as a rule, when it is directed 
clearly to a specific group of logical pros- 
pects, as exemplified by the Scholl’s 
and Alka-Seltzer ads, shown herewith. 
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Rarely, in my judgment, can the small 
ad do an efficient “umbrella” or educa- 
tional job. It can hardly convert large 
groups of readers to new habits of liv- 
ing; it does not arouse people to new 
pitches of enthusiasm; it cannot stir them 
out of firmly rooted attitudes of indiffer- 
ence. It is at its best, in my opinion, when 
it makes a highly selective appeal to 
specific groups of readers. 

All of us will agree, I think, that the 
element of greatest attention-attracting 
power is the IDEA. Trick optical effects 
—bizarre arrangements of rules and 


Also try ALMA SELTZER for 
HEADACHE + COLD MISERIES 
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EXAMPLES—The Dr. Scholl’s and Alka-Seltzer ads are cited as two having selective ap- 


peal for specific groups of readers. 
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borders, unusual type faces, oddly shaped 
reverse plates, etc.—cannot compensate 
for lack of strength of a weak idea, or 
no—alas!—idea at all. 

I offer herewith the Duofold 84-liner 
as an example of how to do it right. The 
idea—namely, the ‘“Magic-Band”—is 
demonstrated in an almost foolproof way 
by a clear, simple, sharp picture. Fully as 
important, this little ad tells the reader 
without a split-second of delay that the 
product is men’s underwear shorts. With 
equal dispatch, too, it flashes clearly the 


you cravel, play 
sate. Take along the 
mow awry ramcom made 
of famous Karoseal ~ the 
strongest, lomgest- ew caring 
viny! tite ia all the 
world. Tailored tike « 


pouch. Proved aed ap 
proved by millions of 
wearers At departenwn 
stores and men's thops 
everywhere. 4.95 and 7.95, 


rts, fiphewoves im and 
wed etd 


> a 
CLIMATIC RAINCOATS 7 wa prevent winily 
a Iu Fine Broadcloth busner shor, alec bisix 
P bevefs ano shorts —~ all beauttully tashowed 
Kaew in euterpres! remweur the Declisdd way. At your favorite store, 
ee Lae DUOFOLD INC., MOHAWK, N.Y 


TWO APPROACHES—The cartoon dominates 
the raincoat space, while the “benefit” is 
seen quickly in the Duofold ad. 


news of how the Magic-Band will bene- 
fit the reader—“look NEAT, feel TRIM 
ALL DAY LONG.” 


# Now compare this nearly perfect ex- 
ample of salesmanship in print with the 
Climatic raincoat ad, also 84 lines. The 
subject of the advertisement does not 
come through quickly, no selling idea 
emerges clearly, and no benefit is prom- 
ised except in the fine print. I cannot un- 
derstand why this advertiser felt it need- 
ful to resort to a silly cartoon when there 
is so much of importance to say about 
the Climatic raincoat. It is made of “the 
strongest, longest-wearing vinyl film in 
all the world,” it is “guaranteed 100% 
waterproof,” and it “folds into its own 
pocket-size pouch.” 

If the cartoon was used to compensate 
for the limitations of small space, I call 
attention to the eye-catching and inter- 
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est-arousing potency of the Duofold, Dr. 
Scholl’s, Alka-Seltzer, Tums, and Kijafa 
ads reproduced here. I feel, for example, 
that a picture as simple and sharp as the 
Magic-Band one, of, say, the Climatic 
raincoat being folded into its own pocket- 
size pouch, would do a far better job than 
the cartoon. I agree with Dr. Gallup when 
he says that the most greatly neglected 
opportunity in advertising is that of ad- 
vertising products. 


= I include the Kijafa ad as a fine ex- 
ample of how charm and elegance can 
be achieved in a few inches of space. The 
Ace Rubber ad is, in my opinion, too busy 
and too hard for the indifferent scanner 
to figure out. The headline, as I have 
already suggested, is not an idea, selective 
or otherwise, because “Texto Tred” de- 
notes nothing and connotes almost next 
to nothing. The Manning-Bowman ad, as 
I see it, is too difficult to read. Type at 
best is a hindrance to thought, though a 
necessary instrument of it, and the white- 
against-black effect simply serves to in- 
crease the difficulties of translation. From 
our earliest reading of Mother Goose our 
eyes have been accustomed to dark type 
against light backgrounds, usually against 
white; for example, this page you are 
reading now. 

The small ad, as I have already noted, 
is not kindergarten exercise. When we 
see, occasionally, one that is outstanding, 
somebody, as Mr. Denman _ observed, 
“thought about it long and hard.” 
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EFFECTIVE—Kijafa shows “elegance in small 
»oace”; the Tums copy, interest arousing 
jor specific prospects 


Advertisers and the UHF Problem 


By the fall of this year almost 90% of 
all television homes will be able to get a 
choice of two or more channels and about 
75% will get three or more. This means 
the breaking of the monopoly areas com- 
pletely and the theoretical ability of the 
advertiser to put his money on the line 
and buy himself a full network of his 
choosing. It means the final elimination 
of the film network bought on a local 
spot basis and the ability of ABC 
and DuMont to compete with the big fel- 
lows on the basis that programming will 
determine their future. All these mean- 
ingful promises are restricted by only 
one thing—the speed of conversion to 
u.h.f. in areas with heavy saturation of 
v.h.f. sets. 

The average cost of u.h.f. conversion 
seems to total around $50 a set including 
everything. In order for a consumer to 
put out this kind of money several axioms 
of conversion can be unequivocally set 
down: (1) the station coming in on a 
u.h.f. band must give the v.h.f. set owner 
more and better programs that he can- 
not get any other way except by convert- 
ing, or (2) the u.h.f. station must offer 


him a greatly improved signal, or (3) 
the u.h.f. station must be his sole means 
of viewing television without abnormal 
aerials or community antennas. 


= Following these concepts the advertiser 
has seen South Bend with periphery re- 
ception from Chicago convert almost to- 
tally within a year, Milwaukee with the 
withdrawal of CBS programs from the 
v.h.f. channel has converted 50% in about 
six months. Other areas are surprisingly 
slow, such as Pittsburgh, with a poor v.h.f. 
station. This could mean that Pittsburgh 
is getting more v.h.f. signals from Johns- 
town, Wheeling and Cleveland than had 
been surveyed. 

Sports events exclusive to the u.h.f. 
stations have caused rapid conversion and 
so have major personalities. Local pro- 
grams lack the ability to compete with 
good network programs and cannot do the 
job. Areas like Bridgeport or Atlantic 
City would seem to argue against a u.h.f. 
station in areas getting absolute coverage 
from New York. 

The incredible errors of the Wayne Coy 
administration of the FCC are being 
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testise about it today? Call your Maryland agent, 


MARYLAND CASUALTY COMPANY ( 


Baltimore 4. Maryland 


The Maryland Casualty advertising has, to the best of our recollection, re- 
mained unchanged for at least 15 years. Maybe 20. Anyway, it’s been the same 
for a heck of a long time. And not only has it failed to pale—actually it’s be- 
come a campaign we look forward to seeing. (Never have any trouble identi- 
fying it, for one thing. For another, its quality seems to improve with acquain- 


Its photographic presentation is almost invariably simple, clear and honest. 
Its message never presses, but speaks in a quiet, assured tone that builds con- 


When we first broke into advertising—long before Maryland Casualty burst 
upon the scene—we used to be told that repetition was one of the essentials of 
advertising success. We still think it is, and frequently wonder why many a 
good campaign (or advertisement) is changed simply for the sake of change. 

We think, at the same time, of much modern music—like “Oh, mein papa”— 
and of what ceaseless repetition does to it. And we conclude that there is all 
too little modern advertising that can actually bear too much repetition—just 
as all too little modern music can stand repetition. 

There is one all-important reason. You can’t expect to be blatant and still 
expect to be welcome every time you make a call. We find the Maryland 
Casualty advertising welcome every time it raps at our mental door because 
we know it is going to be quiet, reasonable and companionable. It is not—we 
repeat, not—going to grab us by the lapels and tell us, in a loud voice, what a 
fool we are for not having a Maryland Casualty policy. And because it never 
has, we happen to be a Maryland Casualty policyholder. 


roll with a Manket Pidehty Horst, 


brought to light. The fooling around with 
a non-compatible color system when the 
freeze was begging to be lifted and the 
final decision to mix v.h.f. and u.h-f. 
areas and not take the FM v.h.f. area— 
room for three more v.h.f. channeis—is 
now being revealed as a low ebb in broad- 
casting history. 


= Many jewelers, lawyers, politicians, 
and get-rich-quick oilmen snapped up 
u.h.f. channels with the naive notion they 
were going to be millionaires in five 
years. Actually because of the high cost 
of building a u.h.f. station and high oper- 
ating costs, many of these stations will 
change hands or go broke. A community 
can only support a limited number of 
tv stations. The easiest analogy would 
be about the same as the number of 
daily newspapers an area already sup- 
ports. Beyond that point there just isn’t 
enough local or national business to pay 
the costs of amortization and mainten- 
ance. 

But, second guessing and viewing with 
alarm and reviewing by a Senate investi- 
gating committee are not going to help 
the advertiser get an equitable cost out 
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of a u.h.f. station this fall. Only accel- 
erated conversion will do the job. One 
way is for the u.h.f. station in coopera- 
tion with the local distributor of con- 
verters to make it cheap and easy for 
the consumer to convert. Door-to-door 
canvassing and bargain prices will do it. 
Giveaways in station contests will help. 
Cornering a major event like the World 
Series will certainly force conversion 
and it would be to the community inter- 
est to allow this drastic action. 

The damage has been done. The FCC 
has given us a problem that, in the long 
haul, will resolve itself because total con- 
version is inevitable over an indefinite 
period of time. It is the immediacy that 
is important because the fate of the third 
and fourth networks is at stake. Without 
better stations and higher potential audi- 
ences through conversion, ABC with its 
ambitious plans and competitive programs 
cannot survive as a major competitor of 
NBC and CBS. This is an industry prob- 
lem. There is only one solution. Conver- 
sion must be forced by easy, inexpensive 
methods. The consumer must be. led into 
conversion by programming plus’ con- 
venience, community by community,. 
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“a Saat . on television’s great popularity?! 
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Unduplicated service to TV viewers forms the solid basis for 


TV GUIDE’S outstanding growth. Every copy of TV GUIDE 
advertising in TV GUIDE. Four-color goes into the home, is read and consulted before a set is tuned. 
agg a a ; Happens all seven days each week. It’s a unique opportunity 
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Yes, glowing color rotogravure for your 
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. .. your one chance to capture the mushrooming TViewing 
market for your product . . . in a magazine tailored to television. 


Don’t wait! Get full facts from your local TV GUIDE 
representative. 
*Publisher’s Estimate 
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Now 20 editions serving 103 major markets throughout the U.S.A. 
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6 N. Michigan Ave., WAbash 2-0366 


333 S. Broad St., Kingsley 6-0807 1540 N, Vermont Ave., NOrmandy 2-3101 
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On the Merchandising Front... 


Food Supers Have a Problem 
in Pilfering by ‘Outsiders’ 


By E. B. Weiss 
(Mr. Weiss is director of merchan- 
dising of Grey Advertising Agency, 
New York.) 

The food super, which is rather reluctant 
publicly to recognize the dollars-and-cents 
savings represented by the selling-floor 
and backroom services of its suppliers’ 
representatives, is not quite so hesitant 
about expressing its concerns over some 
of the peccadilloes (and worse) of some 
few of these salesmen. 

There is no reason at all to question the 
food super’s cause for complaint. It was 
inevitable that, among the thousands of 
men sent into food supers by suppliers to 
mingle with the stores’ personnel and to 
perform functions that the retailer’s mar- 
gin was originally intended to cover, there 
would be a few whose code might leave 
something to be desired. I am very much 
afraid, though, that when any business 
gives free run of its establishment to 
scores of “outsiders” it will never be able 
to eliminate the percentage of unhappy 
experiences that necessarily go with such 
an arrangement. 

A recent issue of Chain Store Age, one 
of a number of merchandising trade pub- 
lications that is on my “must” reading 
list, published a letter from a store mana- 
ger who related the story of his experi- 
ence in catching red-handed a food pro- 
ducer’s salesman who had done a bit of 
pilfering. The oddest feature of this story 
is that the salesman had lifted a canned- 
goods item made by one of his competi- 
tors! 


= In any event, we have here a somewhat 
new and certainly unmeasured type of 
“leakage.” It has long been my conten- 
tion that pilferage by store employes, 
either among themselves or in cahoots 
with outsiders, totals larger than pilfer- 
age by the shopper. However, inasmuch 
as shrinkage in its various aspects cannot 
be broken down with any degree of ac- 
curacy, this contention is something that 
I certainly cannot prove. Be that as it 
may, this particular form of pilferage is 
really part and parcel of employe pilfer- 
age whether or not it is done jointly with 
the store’s employes. 

The more “employes” in the store, 
even though they may be paid by a sup- 
plier, the greater will be the percentage of 
employe pilferage. And inasmuch as these 
men are not paid by the store, it is not 
improbable that the percentage of pilfer- 
ers among them may, if anything, be a 
trifle higher than among the store’s own 
employes. 

These salesmen include representatives 
of manufacturers, brokers, wholesalers, 
rack jobbers and even of vending machine 
operators. They average up and down 
pretty much as you’d expect of any siz- 
able group of men. They have varying de- 
grees of freedom in the stores they visit 
and, being human, a certain percentage 
will abuse their privileges. 

What happens, in addition to some pil- 
ferage? 

Well, petty bribery, for example. 
They’ve been known to hand out cigars 
when not even an illegitimate baby could 
be expected! And they’ve been known to 
stretch the term “free sample” way be- 
yond any natural elasticity. 


= Then there is the not-too-rare practice 
of sabatoge of competitors’ packages. In- 
stances have been noted where one rep- 
resentative of a soft drink vending com- 
pany will place “Out of Order” signs on 
the machines of his competitor—and re- 
turn next day to find the sign installed on 
his own machines. 


Actually there are innumerable ex- 
amples of misguided enthusiasm or what 
might otherwise be described as unortho- 
doxy in competitive selling tactics. For 
instance, we find some of these salesmen 
exceeding their privileges—shoving com- 
petitors’ merchandise down to a lower 
shelf without the authorization of the 
store manager, etc., etc. This is a most 
fertile area for unhappiness on the part 
of the food super, and a prolific cause of 
high blood pressure among store mana- 
gers. 

As one store manager complained to 
me: “If I had eyes in back of my head, | 
still couldn’t keep those guys in line; they 
must get special training in sleight-of- 
hand, because I swear they can switch 
shelves so fast that I can’t spot them do- 
ing it even though I’m looking right at 
them!” 


= Then there is the problem of “short 
weight,” by which I really mean short 
delivery. Something is wrong with their 
arithmetic when they deliver stock and 
then make out a bill. Oddly, the errors 
are seldom in favor of the store! 

Store managers and owners complain 
about other “‘moral’’ shortcomings of some 
of these men; they hang up signs with 
reckless abandon, on the assumption that 
if three-quarters of what they put up 
come down, they’re still that much ahead. 
They spread totally unfounded rumors, 
etc. But I’ve painted enough of the pic- 
ture. 

This is the point where I should try to 
make it clear that I am not condemning 
these salesmen as a group, and that the 
food super, which makes these complaints, 
levels these charges against only a tiny 
percentage of them. Whenever I qualify 
my remarks in this way, however, I am 
always positive that these “exceptions 
noted” will be blandly ignored by some- 
one who decides he must rush to the de- 
fense of a “defamed” friend. 


s For example, in my Cybernetics series 
in AA, I declared at least a half dozen 
times that I never, but never, felt that all 
retailing would go robot in all merchan- 
dise categories. Nonetheless, I see that a 
bulletin issued by another advertising 
agency refers in less-than-laudatory terms 
to “those who think that all retailing will 
soon be completely automatic.” 
Similarly, in some recent references in 
this column to the present-day weakness- 
es of some shopping centers, I specifical- 
ly declared that my intention was “not 
to bury the shopping center” but simply 
to poke some questions at a development 
that had received too much unstinted 
adulation. Yet I find myself quoted in 
Women’s Wear Daily this way: “Mr. 
Weiss’ gloomy predictions that centers, 
now existing or to be built in the future, 
will have a hard time staying above the 
water of solvency...’ That would, in- 
deed, have been a gloomy prediction. 


® In much the same way, I fear that I 
will find myself quoted as having said 
that salesmen calling on the food super 
and doing so-called merchandising work 
are undiluted nogoodnicks. Actually, I 
think they measure up at least to the 
standards of advertising agency people, 
and whether that’s a knock or a boost 
depends on one’s viewpoint! 

But the point I set out to make is that 
there are risks involved when any com- 
mercial enterprise permits people it has 
not hired and trained, and does not pay, 
to come into its establishment and per- 
form functions that duplicate those of its 
own employes. The food super is inviting 


many problems as it extends “house” 
privileges to more and more supplier 
salesmen, and as competition becomes 
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somewhat more bitter I rather imagine 
that these particular problems will multi- 
ply. 


Looking at the Retail Ads 
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By Clyde Bedell 
(Mr. Bedell is a consultant in ad- 
vertising and advertising train- 
ing.) 

People who want to be entertained are 
apt to buy The New Yorker, or Esquire, 
or Life, or some of the many other mag- 
azines that employ pictures and words 
well—from the creative spate of pro- 
fessional artists and writers. 

The public generally does not look 
to advertising columns for general di- 
version and entertainment—for irrele- 
vancies that hope to sell through fan- 
tasy, contrived ideas, and sheer crea- 
tive genius on a binge. 

I often ask ad creators to squint with 
half-closed eyes at the ads they have 
created. It helps you see (relatively) 
what people with faulty vision see. 

A “ski jumper” doesn’t suggest “over- 
coats,” and perhaps not “top form.” The 
auto-nylon ad is bound to reach out to 
more wrong readers than right readers. 
The “children-on-a-dime” ad had an 
important message to communicate on 
a single idea. I believe the handling of 
the ad concealed the story the space was 
bought to tell. 

These are common failings. If crea- 
tive people have not been taught the 
fruits of research in connection with 
selling by the printed word, they can 
hardly expect to reach maximum effec- 
tiveness. If they cannot reach maximum 
effectiveness, they are apt to try to be 
creative. All these ads are “creative.” 
They might more profitably (to their 
stores) have tried to be “effective.” 


= Copywriters have often said to me in 
discussing their work: “But, Mr. Bedell, 
I think the reader can get the story from 
this ad all right.” 

My answer is “Not CAN get it—but 
MUST get it. The message should be un- 
mistakable; clarity is imperative, per- 
ception should be immediate.” 

Now someone will say: ‘Well, you are 
simply against an imaginative approach. 
You don’t believe in sprightliness. You 
don’t want people to be creative. You 
want them to be commonplace.” 

All of which is untrue. Imagination, 
when it takes off from the high spring- 
board of sound principles and knows 
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what is expected of it, dives beautifully 
into the consciousness of the right pros- 
pects. I am simply against imagination 
that makes ads belly-flop. 

Sprightliness is swell if it is used to 
clarify or to bounce the selling story 
forward fast. If it leads the reader into 
a bramble of confusion, I’m against it. 

The uncommon approach, by all 
means, if it is truly relevant! The cos- 
mos is a grab bag of ideas. Advertising 
ideas should be picked out of the cos- 
mos, only after wisdom determines 
there is something to which the idea 
must conform, or to which it must con- 
tribute practically. 


a A very successful ad I sometimes 
mention to show the application of 
imagination and sprightliness and un- 
commonness to sound advertising prin- 
ciples was headed: “Only a wisp of fab- 
ric—but how it brightens,,the night... 
your sequin-dusted hat by Fortuna 
$5.95.” That headline was written out of 
a creative advertising mind that was 
disciplined by standards. And the lay- 
out person who handled the art and typ- 
ography wisely played the first two 
phrases up big, and subordinated the 
label part. Just the opposite of what 
most stores would do. Creators of ad- 
vertising may be creative, or they may 
be creative effectively. I am only for 
the latter. Not the former. 


s Few mine-run ad people who try to 
be whimsical could make The New 
Yorker, or any other magazine that en- 
tertains. They should keep their heavy- 
footed imaginations out of newspapers 
at space rates. “Be creative on your own 
time Sundays,” I tell them, “unless your 
creativeness actually lifts the selling 
story and takes it faster where it be- 
longs—into the reader’s consciousness. 
If your creativeness does not enable 
the reader to perceive and be persuaded 
more quickly, then I think you should 
be creative on your own time on Sun- 
days—not at space rates at someone 
else’s expense.” 

Smart ad people, ane there are many 
of them, often get the point and apprec- 
iate the advice. I believe most ad people 
want to be effective. 
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Pittsburgh Department Stores, Newspapers 
Hit Hard by Strikes; Sales Are 25-35% Off 


PITTSBURGH, May 5—This city, 
already reeling from a five-month- 
old department store strike, faces 
a threatened citywide transit tie- 
up, and the three big daily news- 
papers here forecast even further 
ad losses. 

The newspapers—the Press, the 
Sun-Telegraph and the Post-Ga- 
zette—have reported a loss of 1,- 
035,000 lines of advertising for the 
first three months of this year. 

The figure includes retail, na- 
tional, automotive and classified 
advertising, and is about 8% under 
figures for the first quarter of 
1953. 


= In the breakdown, retail ads 
took the heaviest blow, losing 835,- 
000 lines under last year’s figures. 

The Press figures for the first 
quarter were 6,061,002 this year 
against 6,636,403 lines in 1953; the 
Sun-Telegraph registered 3,711,099 
lines, against 4,150,896 last year; 
the Post-Gazette, 2,589,765 com- 
pared to 2,609,857 last year. 

This month’s total linage prom- 
ised to break even or exceed last 
April’s figures because of four 
favorable factors: 

1. Good Easter promotions and 
larger volumes. 

2. A 25,000-line north side com- 
munity promotion in the Press and 
Sun-Telegraph. Both carr+ed 25,- 
000 lines. 

3. A 140,000-line brand names 
promotion in all three dailies by 
Thorofare Markets Inc. Each paper 
carried about 45,000 lines. 

4. Settlement March 24 of the 
four-month-old drivers’ strike at 
five home furnishing stores. (Be- 
sides that strike, eight appliance 
and TV distributing firms were 
shut down by a warehousemen’s 
walkout until the end of last year.) 


s A top newspaper advertising 
executive here said the city’s eve- 
ning papers suffered most, because 
of the cutback in extra promotions 
generally carried by the five 
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struck department stores in the 
evening editions. 

Meanwhile, the lengthy depart- 
ment store strike drags on. The 
hassle has been a carnival of court 
suits, assaults, smashed windows, 
paint bombs, and mediation at 
city, state and federal levels. 

Some eight unions are in- 
volved—from the fur workers to 
the ball-carrying AFL Teamsters 
Local 249. The complex and 
wholly confusing picture finds 
some locals striking some stores, 
while allowing members to work 
at others. 

Stores involved are Kaufmann’s, 
Horne’s, Gimbels, Frank & Seder’s 
and Rosenbaum’s. 


= Even the issues are in doubt. 
The stores are reportedly adamant 
that a union-sought helper should 
not be allowed on trucks during 
delivery. Wages haven’t even been 
discussed—or if they have, nothing 
has been made public. 

Sources close to the trade esti- 
mate about 3,000 workers idle. The 
figure is about one-third the labor 


force of the five stores. 

Not one reliable source here sees 
even a glimmer of hope for settle-| 
ment. Mediators have expressed | 
the private opinion that the row. 


bow longer involves a labor dispute, 
but now _ includes personality 
| clashes. 


s The outlook seems very dim in- 
deed. In fact, one store owner 
predicted that three of the biggest 
department stores would close as. 
a result of the strike. 

Stores are reportedly operating 
,at a 25-35% loss in sales volumes 
under last year’s figures. 

Big ticket items are carrying the 
heaviest losses. Easter was good— 
retailing-wise—because of the 
heavy demand for ready-to-wear 
and other carry-out items. 
| But as one business manager for 
one of the big dailies commented 
| during the first month of the store 
tie-up: “It takes a whale of a lot 
of handkerchiefs to make up profit 
on a refrigerator.” 


= On top of the local strife, sink- 
ing industrial employment is prev- 
alent throughout densely popu- 
lated southwestern Pennsylvania. 

In the Monongahela River valley 


south of here, scores of river bank 


mill towns face again that dread 
industrial pseudonym, “Ghost 
Town.” 

Exhibitors at the retailers’ mar- 
kets held thus far this year are 
abundant with tales of dusty in- 
ventories and a widespread 
slackening-off of retailer buying 
from Cleveland to Philadelphia. 

A strike of 2,700 local trolley 
and bus operators was postponed 
until 2 a.m. Saturday, May 8, 
during last ditch talks May 1. 

A transit standstill would create 
monumental traffic jams in the 
Golden Triangle and would cut 
trade “dangerously,” store officials 
predicted. 


Photographic Bookstore Bows 
Photographic Book Headquar- 

ters, the first bookstore devoted 

exclusively to the sale of photo- 


;graphic books of all publishers, 
opened May 4 at 33 W. 60th St., 
New York. The store, a project of 
American Photographic Book Pub- 
lishing Co., also is affiliated with 


Modern Photography. Martin E. 
Siegel heads the new operation. 


British Mag to Bow in U.S. 

The London Mystery Magazine 
will appear on American news- 
stands in digest form on May 11, 
when it will be published here by 
Ziff-Davis, New York, from the 
original plates. Ads will be origi- 
nals for British czigarets, books, 
gramaphone records and tobacco. 


Andrews Is Mactadden V. P. 
Lee Andrews, advertising di- 
rector of Macfadden Publications’ 
True Story Women’s Group, has 
| been named a v.p. of the company. 
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Foxcraft to Shaw & Schreiber 

Foxcraft Products Co., Philadel- 
phia manufacturer of auto parts, 
has appointed Shaw & Schreiber, 
Philadelphia, to handle its adver- 
tising. 


Hookrite to Sanger-Funnell 
Hookrite Products Corp., New- 
ark, N.J., maker of perforated 
hardboard, has appointed Sanger- 
Funnell, New York, to handle ad- 


vertising. 
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a 
S 
you can’t 
get lost in the 
Piedmont... 


All you need to do in 29 of the most important counties of our 
Prosperous Piedmont is seek out the nearest TV antenna. 
It will be pointed toward WFMY-TV. Navigate from there, and 
you'll be headed straight toward the favorite television 
station of a huge multi-market region where more than 
$1,500,000,000 a year waits to be spent. 


All across these Piedmont counties, with their many well-known 
cities and towns, is a humming pattern of factories and farms, 
of payrolls and prosperity, of vast selling opportunity. 

The only TV station that taps all of this potential is WFMY-TV 
— and with a degree of persuasive influence that makes it 
top choice of so many advertisers. 


Advertising-wise, you can't get lost in the Piedmont. Not 
if you tell your story via its favorite TV station. The sooner 
you find WFMY-TV, the sooner you get your share of this 
$1,500,000,000 buying power. 


wim 


y-tv 


Basic CBS Affiliate — Channel 2 


Greensboro, N.C. 


Represented by 
Harrington, Righter & Parsons, Inc. 
New York—Chicago—San Francisco 
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Roy Moore, Head of 
Brush-Moore Chain 


of Newspapers, Dies | 


Canton, O., May 4—Roy D.} 
Moore, 66, president and publisher | 
of Brush-Moore Newspapers Inc. 
of Ohio and Maryland, died May 1. 

Born in McArthur, O., Mr. 
Moore started his career as a te- 
legrapher in Middletown, O., in 
1902. In 1910, he joined the Cleve- 
land Leader and Cleveland News, 
and in 1913, the International 


, He went back to Texas in 1909 to 


work for the Mexican National 
Railroad, and by the end of World 
War I he became president and 
general manager of Automobile 
Mortgage Corp. of Texas. 


# In 1921, he assumed control of 
Safe-T-Stat Corp. of Brooklyn, 
manufacturer of thermometers for 
automobile radiator caps. Safe-T- 
Stat acquired Nagel Electric Co., 
Toledo, Moto-Meter Co., Long Is- 
land City, and National Gauge & 
Equipment Corp., LaCrosse, Wis., 
and became Moto-Meter Gauge & 


News Service. Subsequently, Mr.| Equipment Corp. with Mr. Martin 
Moore worked as sales manager} as president. He became president 


and general manager of the Cour- 
ier News, Fargo, N. D.; King Fea- 


of Auto-Lite in 1934 when Moto- 
Meter and Auto-Lite merged, was 


tures Syndicate, New York, and| named board chairman in 1944. 


the Press, Portland, Me. 

He purchased the Star, Marion, 
O., with Louis H. Brush in 1923, 
and soon after they joined Wil- 
liam Vodrey in organizing Brush- 
Moore Newspapers in Canton. The 
chain includes the Canton Repos- 
itory, Steubenville Herald Star, 
East Liverpool Review, Salem 
News, Marion Star, 
Times and Ironton Tribune, all in 
Ohio, and the Salisbury Times in 
Maryland, and_ radio stations 


mouth. Mr. 


Portsmouth | 


Moore was named 


JOSEPH E. NICHOLSON 

St. Louis, May 4—Joseph E. 
Nicholson, 68, St. Louis branch 
manager for Branham Co., died 
|May 1 of cancer. 
| A native of Springfield, Mass., 
|Mr. Nicholson had been associ- 
‘ated with Journal of Agriculture 
for many years and joined Bran- 
ham ten years ago. 


Cuicaco, May 4—Carroll H. 


nasty Canton, and WPAY, Ports- | CARROLL H. THOMAS 


president and publisher of the|Thomas, 61, v.p. of Putman Pub- 


chain in 1946. 

He was a member of the Amer- 
ican Newspaper Publishers Assn., 
American Society of Newspaper 
Editors and Ohio Newspaper Assn. 


Sol Berberick Dies; 
50-Year Veteran of 


Capper Publications 


Cuicaco, May 6—Sol Berberick, 
70, a sales representative for Cap- 
per Publications who had been 
with the publisher for 50 years, 
died yesterday of a heart ailment. 


lishing Co. and oldest member in 
point of service on its sales staff, 
died May 1 after a short illness. 

Mr. Thomas was born in Chicago 
and was sales manager of Factory 
when it belonged to A. W. Shaw 
Co. He subsequently headed his 
own industrial advertising agency 
in Chicago and later represented 
several newspapers in Atlanta. He 
joined Putman in 1938 and until 
his death represented Food Proc- 
essing and Chemical Processing in 
several midwestern states. 

Mr. Thomas was a charter mem- 
ber of the t.f. club of Chicago. 


Mr. Berberick started his career| FRANK H. MARTIN 


with Capper as an office bcy 


PHILADELPHIA, May 4— Frank 


shortly after the company opened | Harrison Martin, 79, former part 


its Chicago office. He became a 
representative for Capper’s Week- 
ly and later sold for both Capper’s 
Weekly and Household. For the 
past 25 years, Mr. Berberick rep- 
resented Household only. 

Well known in Chicago adver- 
tising circles, Mr. Berberick was 
considered an authority in the 
mail order field and was fre- 
quently consulted on mail order 
projects. 

His son, Roy Berberick, is a 
representative of Hunting & Fish- 
ing. 


JOHN L. WILLIAMS 

SAVANNAH, GA., May 4—John L. 
Williams, 57, president of the 
Southeastern Advertising Agency 
here and its branch, Jack Williams 
Inc., High Point, N. C., died April 
30 after a brief illness. 

Mr. Williams organized Bennett- 
Williams Co. in High Point with 
Harold Bennett in 1920. In 1931 he 
left for an advertising post in 
Jacksonville, Fla., and_ shortly 
after opened Southeastern Adver- 
tising Agency. 


FRANKLIN J. EHLERT 

WASHINGTON, May 4—Franklin 
J. Ehlert, 43, advertising produc- 
tion manager of the Washington 
Star, died April 26 of cancer after 
a prolonged illness. A native of 
Trenton, N. J., Mr. Ehlert joined 
the Star’s retail advertising staff 
in 1931. 


ROYCE G. MARTIN 

ToLepo, May 4—Royce G. Mar- 
tin, 69, president and board chair- 
man of Electric Auto-Lite Co., died 
May 1 after a heart attack. 

Texas-born, Mr. Martin moved 
to Chicago at an early age, went 
to work as an apprentice for West- 
ern Electric Co. and later worked 
in the tool shop of Felt & Tarrant) 
Co., marine motor manufacturer. | 


owner and business manager of 
the old Philadelphia Evening Star, 
died May 2. 


KENNETH L. ANDREWS 


New York, May 4—Kenneth L. 
Andrews, 62, a former copywriter 
and account executive, and recent- 
ly a personnel director of Batten, 
Barton, Durstine & Osborn, died 
April 30. 

Born in Galesburg, IIl., Mr. An- 
drews was graduated from Knox 
College and later attended Har- 
vard. Later in his career, Mr. 
Andrews collaborated with Bruce 
Barton in a play, “Baby Bound.” 

After serving as an ensign in 
World War I, Mr. Andrews be- 
came assistant Sunday editor of 


the old New York World, and later | 


was associate editor of Tne Amer- 
ican Weekly. He was a member of 
the BBDO staff twice, first from 
1926 to 1930 as a copywriter and 
account executive. He rejoined the 
agency in 1943 as a copywriter and 
was made a personnel director in 
1952. During the interval he was 
on the public relations staff of 
Rockefeller Center. 


FRANK GETTY 


WASHINGTON, May 5—Frank Get- 
ty, 58, Washington public relations 
consultant, died suddenly last Sun- 
day. Formerly a United Press cor- 
respondent, he was Washington 
representative for the Kudner 
Agency for a number of years pri- 
or to 1942. Subsequently, he found- 
ed his own public relations firm. 


‘Today’ Adds Advertisers 


Three new names on the par- 
ticipating advertiser list of “To- 
day” (NBC-TV) are Wynn Oil 
Co., Azusa, Cal. (Batten, Barton, 
Durstine & Osborn); Diamond 


|Crystal Salt Co., St. Clair, Mich. 


(Benton & Bowles), and Bymart- 
Tintair (Erwin, Wasey & Co.). 


Stanley Warner Buys 


| 


International Latex 
Corp. for $15,000,000 


NEw YorK, May 4—Stanley 
ater operatcr and Cinerama pro- 


ducer, has acquired control cf 


Warner Corp., motion picture the- | 


International Latex Corp., man-_ 
ufacturer of girdles, undergar- | 
ments and latex products for the) 


home. | 

In explaining the purchase, a 
Warner spokesman said it was 
made to diversify the corporation’s 
holdings and activities. Stockhold- 
ers last January authorized diver- 
sification into other fields. Several 
weeks ago Warner moved into tel- 
evision by buying an interest in 
WTRI in Schenectady, N. Y. 

Purchase of International La- 
tex Corp. involved $15,000,000 in 
cash for 100% of the preferred | 
and common stock. No stock of 
Stanley Warner was issued or in- 
volved. 
| 
a International Latex hereafter 
will operate as “an autonomous 
enterprise within the diversifica-| 
tion setup cf Stanley Warner,” the | 
Warner organization announced. | 
Mr. Spanel, chairman, and W. O.| 
Heinze, president, will continue in 
their present positions and the 
company’s staff will remain in- 
tact. 

The company has been a consist- 
ent advertiser, its advertising 
varying with the product. Foote, 
Cone & Belding handles most of 
the company’s product advertis-| 
ing. The company’s frequent in- 
stitutional ads in newspapers and 
magazines are generally straight- 
forward editorials on matters of 
current interest. 

These are prepared personally 
by Mr. Spanel, and the company’s 
advertising department places 
them directly. About 21 consumer 
publications are used more or less 
regularly, but often a number of 
others are added to reach special 
audiences. 

At this stage, AA was told, In- 
ternational Latex is not consid-| 
ering any major changes in poli-| 
cies or practices. 


/$50 or $60 doesn’t provide suffi-. 


GIN TIME—Looking over materials for a summer advertising and merchandising 

program scheduled for Hiram Walker’s London Dry gin are Donal J. O’Brien (left), 

v.p. and director of advertising and sales promotion, and Fred Fisher, sales pro- 

motion manager. The promotion includes magazine ads and a series of 300- and 

600-line newspaper ads, starting this month. The ad theme: ‘Everywhere under 

the sun it always tastes a shade better.” C. J. LaRoche & Co., New York, is the 
agency for Hiram Walker's gin. 


Agencies Should Forget the 15% Coimission 
and Charge Enough to Do a Good Job: Rubel 


(Continued from Page 3) cient income to permit you to do 
that the client needs. These big all the things that the advertiser 
giants have organizations that in- needs.” 
clude many highly specialized de- 
partments. Standard Oil and Gen-|a@ Mr. Rubel said that even the 
eral Foods have men of the high- | largest advertisers are finding 
est skills in sales promotion, re-| that it pays them to make certain 
search, merchandising and adver-| that their agencies receive enough 
tising.” compensation to do the best job 
' possible. 

a Again referring to the small ad-| He cited a very large company, 
vertiser, who spends under $100,-| spending more than $3,000,000 an- 
000 a year, Mr. Rubel said that| nually, which found the 15% com- 
agencies cannot afford to take! mission inadequate and agreed to 
their business at 15% commission! pay its agency 20% on sales pro- 
because the cost would be greater motion material, 30% on trade pa- 
than the profit. 'per advertising and flat fees for 
“Advertisers,” Mr. Rubel said,| publicity, public relations and spe- 
“have been led to believe that they cial services. 
should expect their agency to do’ 


everything they need for the 15% | Canadian Dailies 


commission. That’s why middle-. 


size and small agencies must show Assn. Names Motz to 


advertisers the folly of this idea. | 


“A page ad in a trade journal Succeed MacDonald 


that gives you a commission of Toronto, May 4—J. E. Motz, 


March Sales of Chain Stores 


president and publisher of the 
Kitchener-Waterloo Record, has 
| been elected president of the Cana- 


_ ~—March—- ——~ % Gain ————Three Months—_————. ¥, Gain dian Daily Newspapers Assn. He 
1954 1953 or Loss 1954 1953 succeeds W. A. 
feed Chains $ 20 MacDonald, pub- 
ere 617,531 +114 §$ 61,742,812 isher of th - 
Kroger Co. ...... 84.680.724  82.109.696 + 3.0 249,566,245 242,900.242 , ce ee > Ss ste 
National Tea .... 37.555.698  34,001.697 +105 114848528  105.530.563 ewes COUT Were 
Safeway ....... 122.423.031  120,260.819 + 1.8 364,308,649 353,278,771 Elected Ist v.p. 
Group Total ..$244.659,453 $236.372.212 + 3.5 $ 728.723.422 $ 701.709.576 was E. Caston- 
Mail Order guay, general 
“Sears, Roebuck .. 210,638,396 240,035.697 —12.2 386,194,096 436,383,089 manager of L’Ac- 
Spiegel ........ 10,287,040 12,441,647 —17.3 23,442,763 28,186,072 tion Catholique. 
*Montgomery Ward 67,405,866 87,320,460 —22.8 120,680,972 149,763,127 John Bassett Jr. 
Group Total ..$288,331,302 $339,797,804 —15.2 $ 530.317.831 $ 614,332,288 chairman and 
Drug Chains publisher of the 
Peoples ......... 4,469,929 4,571,702 — 2.2 12,670,824 13,187,461 — 3.9 J. E. Motz Toronto Tele- 
Walgreen ...... 14,643,291 14,533,057 + 0.8 42,689,817 43,332,798 —1.5 unas. Wee aetna 
Group Total ..$ 19,113.220 $ 19,104.759 —— 360, 520, — 21 : : 5 
s $ 55,560,641 $ 56,520,259 21 ond v.p., while W. J. J. Butler 
Variety and Miscellaneous _of the Toronto Globe was reelected 
Bond Stores .... 6,316,542 8.287.416 —23.4 17,024,407 20,175,391 —15.6 ‘ 
Butler Bros. ..... 10,592,831 10,296,219 + 2.9 27,841,694 28,535,812 — 2.4 ob nao etanteea _ aia 
“Diana Stores Corp. 2.251.568 2.801.896 —19.6 19,883,584 21,591,228 — 7,9) *Ss0ctation is 1. i. Macdonald. 
Fishman, M. H. .. 788,604 858,638 — 8.1 2,027,004 2.173.572 —6.7| M. M. Schneckenburger, direc- 
—, sal : ..- 19,839,072 20,681,756 — 4.1 51,471,676 51,323,181 + 0.3; tor of advertising, House of Sea- 
“Or -Robdinson , 
"Sean 7,291,774 8,535,634 —14.5 «60,169,528 —S-6 7,993,996 _—11.5 99 was elected exec. v.p. of 
“Green, H. L 7,459,567 7,947,248 — 6.0 13,920,761 14,257,209 — 2.4| the group. ae 
Interstate Dept. Sixty-five advertising agencies 
ae . cubase 4,674,635 5,269,873 —11.3 8,335,744 8,956,905 — 69| were granted CDNA recognition 
Shoe Corp. 2,876,289 3,714,307 —22.6 8,842,627 9,683,283 — 8.7; during the sessions. Among them 
Howard Stores Corp. 2.264.463 3,229,964 —29.9 5,233,320 6,483,008 —19.3; were: Dancer-Fitzgerald-Sample 
nee ert Inc. Rt me rey hg ee — 7.6 25.226,478 — ~_ 7 Ltd., D’Arcy Advertising, Kenyon 
resge, S. S. ... 22,749, 4,656,322 — 7.7 63,587,856 65,972,208 — 3.6 
Kress, S. H. .... 12,101,790 12798754 —54 33,905,102 35,118,010 — 3.5 tee Ltd., Ruthrauff & Ryan 
Lane Bryant, Inc. 5,443,251 6.283.466 —13.4 13,482,407 14,804,963 — 8.9|Ltd., J. Walter Thompson Co. Ltd. 
“Lerner ........ 10,066,312 12,962,977 —22.3 17,529,531 20,895,414 —16.1|and Young & Rubicam Ltd. 
McCrory ........ 7,636,489 8,151,740 — 6.3 20,233,858 20.943,625 — 3.4 
“McLellan Stores 3,825,530 4,284,378 —10.7 7,273,196 7,832,926 — 7.2 
Geman Gane. ; ‘Bottlers’ Gazette’ Boosts Rate 
 ... Oe a 9,908,000 — 8.5 16,627,000 17,642,000 — 5.8; New advertising rates will go 
iller- 0. . 2,775,817 3,635,020 —23.0 —| into eff : ‘ 
Murphy, G. C..... 11,852,663 13,461,892 —120 33,030,338 36,047,029 — 8.4 mane - gees ee Mee Of 
Niesner Bros. ... 4,213.014 4964156 —151 11,502,107 12,788,931 —10.1|V4ttonal Bottlers' Gazette, pub- 
Penney, J.C. .... 70,361,792 80,812,948 —12.9 193,305,820 207,308,226 — 6.7\ lished by Keller Publishing Co., 
— ome Shops 1,150,108 1,451,145 —20.7 3,103,201 = § 3,686,149 —15.8| New York. The new rates repre- 
oe Lorp. o j , ; 
America ...... 3,804,579 4,400,953 —13.6 11,045,478 —S 11,465,136 — 3.7; S€Mt approximately a 15% in- 
White’s Auto Stores 1,656,579 1,510,475 + 9.6 4,135,327 4,497,827 — 81) Crease in display space. A full- 
Sterchi Bros. na page unit (7x10”) in the monthly 
RS 008,086 1,124,335 —10.3 —_— 
Western Auto .... 11,861,000 12,511,000 — 5.2 34,855,000 36,818,000 — s.3| oe bere ry = ae on a 12- 
Woolworth, F. W. 50,426,687 52,413,457 — 3.8 139,266,607 144,218,146 — 3.4, Ume basis, an e base, one-time 
Group Total .°9304160,006 $337531,711 —9.9 § 842,859,051 § 899,111,383 — 63 Tate for a b&w page goes from 
Combined Total $856,263,981 $932,806486 — B82 $2.157.261.585 §2,271,673,506 — 50, 9340 to $400. Color rates remain 


*Not included in totals. “Two month period. 


>Four weeks and 13 weeks. 


Eight month period. | unchanged. 
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Suburban Living, Higher Incomes Influence 
Displays at National Premium Buyers Show 


(Continued from Page 1) 
Starch business consultants, Ma- | 
maroneck, N. Y., said ads con-| 
taining premium offers get high 
readership. 

Referring to a study of 37 ads | 
containing premium offers, com- | 
pared with 57 ads for the same 
products in the same publications, 
Dr. Starch reported that 10% 
more persons took notice of ads 
with premium copy and 150% 
more read the copy all the way 
through. 

Dr. Starch said that purchases 
of the products advertised in- 
creased 11% when _ premiums 
were offered. 


® Acccrding to Dr. Starch, ad 
copywriters should follow these 
six rules if they want good read- | 
ership: 

1. Relate your product to the) 
inherent interests of people, and | 
specifically to the needs and| 
problems of your prospects and! 
how to solve them. 

2. Have the copy in a dominant 
focal area of the layout. 

3. Break long text into sub- 
sections with subheads and illus-' 
trations in an easy-to-follow se-,| 
quence. 

4. Be specific, helpful and in- 
formative. Don’t overestimate peo- 
ple’s knowledge and don’t under- 
estimate their intelligence. 

5. Use fresh phrases. 

6. Above all, be truthful, be- 
cause truth is the priceless in- 
gredient of a good ad. 


# In a blast aimed at the three 
major soap manufacturers—Col- | 
gate-Palmolive, Lever Bros. and. 
Procter & Gamble—William J. 
Tormey, v.p. and director of sales | 
and advertising for White King | 
Soap Co., declared “the wash day | 
product is just a package of ad- 
vertising.” 

He charged that “the big three’”’ 
monopolize good advertising time. 
on television and radio, and use 
wild claims, such as “Pussy Cat) 
Smooth Hands” and “Whiter Than | 
White.” He declared that major | 
soap manufacturers use “incredi- | 
ble lures’—“‘Buy the giant size) 
and get the large size free” and | 
“Buy this package of soap and. 
get a free tube of toothpaste.” 

Despite this “high pressure ad- 
vertising,’” Mr. Tormey said, a) 
survey revealed that White King. 
soap outsold all the major brands 
put together in 11 western states, 
and he attributed his firm’s suc- 
cess to “honest advertising and 
good sales promotion.” 


# Another speaker, Carl F.Oech-. 
sle, deputy assistant secretary for) 
domestic affairs, U. S. Depart- 
ment of Commerce, compared the 
national economy to a runner who 
has just sprinted uphill at a fast! 
pace and now is dog-trotting to 
catch his breath. He said good. 
salesmanship is needed most at, 
the present time. | 

“I think you will agree,” he. 
said, “that our selling techniques | 
have become a bit tarnished dur-_ 
ing the long era of shortages, con- 
trols and the spiraling inflation 
that is now ended. Some sales- 
men have gotten soft and others 
have never known what it is to 
operate against real competition 

“Salespeople today don’t trade 
up, they don’t exploit suggestive 
selling, either. The most startling 
fact about salesmanship today is 
that we need more and better 
salesmen. Production and markets 
have been growing tremendously, 
but the size of our sales force has 
not kept pace.” 

Mr. Oechsle deplored the de- 
clining social status of the sales- 
man and declared this factor is 
creating a shortage of good men 
in the selling profession. The pub- 
lic, he said, does not realize that 


salesmen teach people how to live 
better, and that through their ef- 
forts. production and employment 
are expanded. 

Mr. Oechsle concluded that the, 
economic well being of the nation | 
is in the hands of those in the! 
selling business. | 


Mail Assn. Sets Confab 


The Mail Advertising Service 
Assn. International will hold its. 
sixth annual all-western confer-| 
ence on May 14 and 15 in Seattle. 
The program and entertainment | 
have been planned around a Paul | 
Bunyan theme. | 


Art Firm Elects Gottschalk 

Art Services Inc., new company | 
specializing in advertising art, as- 
sociated with Century Studio at 
1234 S. Third, Louisville, Ky., has 
elected artist George A. Gottschalk | 
as president. | 


WORLD'S LARGEST GROUP OF | 


COMMISSION 
SAL gE SME N e 
Need Products to SELL 


The £0,000 Direct Selling Specialists displaying the DSL Em- 
blem offer you the world’s greatest single reservoir of trained 
professional sales talent to give you sales action fast! The Direct 
Selling Legion was founded by SPECIALTY SALESMAN in 1935. 
Its members are part of the 326,000 active Direct 
Selling Specialists who read every issue of SPE- 
CIALTY SALESMAN—pioneer and first publication 


“Salesm: 


in its field always—and can 


SPECIALTY 


307 N. Michigan Ave. 


through this magazine. They are ready and anx- 
ious to take on new products now for coast-to- 
coast distribution—fast—economically! 


Salesman 


free 


analysis 


given manufacturers or 
their advertising agencies 


In a day when real selling has be- 
come important once again to every 
kind of business or service, it is 
good business to investigate Direct 
Selling’s potential for you. Do it 
without obligation. Send just 3 
facts: 1) the nature of your prod- 
uct; 2) the retail selling price; 3) 
maximum possible commissions 
you can offer. We'll make a thor- 
ough and impartial analysis; tell 
you frankly your chances for suc- 
cess; charge you nothing for this 
service which has successfully 
helped launch so many others in 
this multi-billion dollar field. 


be reached only 


Chicago 1, Illinois 


“Catch ‘em young, feed ‘em 


The above ancient adage has been 
advanced as a proper procedure for 
wives, giraffe ranches, ballet schools, 
and bacteria culture ... Now we know 


that it also fits farmers. 


Nomore ahanded-down husbandry, 
farming today is a complicated and 
constantly changing occupation which 
requires considerable education and 
training. And the boy who is averse to 
study had better skip farming, stick to 


banking or television. 


Ix rAct, the teaching of farming is a 


major educational effort in this country. 
Some 9,000 rural high schools carry on 
Vocational-Agricultural courses. The 
Vo-Ag instructors are usually ag. school 
graduates, carefully selected, well paid, 
with considerable authority and wide 
influence in their communities. 

One of the Vo-Ag instructor’s big 
problems is that his subject is changing. 
New developments make the textbooks 
obsolete. In 1952 SuccessFuL FARMING 
offered the magazine as a textbook. 

Each month a sizeable committee of 
Vo-Ag instructors get proofs of main 
articles in the coming issue, and vote on 
material best suited to students’ needs. 

For the three or more articles per 
issue which get the top vote, SF editors 
prepare a teaching guide—of resumes, 


significances, references, questions and 
answers; charts and visual aids. Copies 
of the magazine are offered to schools, 
in a minimum of ten subscriptions, at 
$1 each per year. 

Working with SF articles, Vo-Ag 
students in recent months have brought 
specimens of feed, fertilizers and paint 
for classroom discussion; learned the 
applications of antibiotics; planted test 
plots; fed control groups of poultry; and 
on field trips have studied dairy systems, 
judged livestock, checked crops. 


The SF Vo-Ag program has grown 
enormously; now serves some 450,000 
students, in more than 4,200 schools, in 
42 states; and uses 56,000 subscriptions. 

The Vo-Ag program is an expensive 
effort for SuccessFuL Farmuina, adds a 
lot of man hours and overhead. But it 
has shown that SF has values no other 
farm magazine can offer. And it enlists 
the best young farmers of tomorrow. It 
perpetuates influence that has always 


right...” 


made SF more than a mere magazine. 
And it has added a huge new market of 
450,000 students—a considerable plus 
for advertisers! 


Wi H over 1,300,000 circulation, 
mostly concentrated in the agricultural 
Heart States, ...SvuccessruL FARMING 
has three out of four farm subscribers 
on the top farms that get 88% of the 
national farm income. And the average 
income of the SF subscriber is around 
$10,000... represents buying power 
equal to another national suburbia. 


Because it reaches so big a segment 
of national buying power and exceeds 
in influence any other medium with its 
audience...the national advertiser needs 
SuccessruL FarMinG to balance his 
national advertising effort. 

Any SF office can tell you why! 


Merepiru Pustisuinc Company, 
offices in New York, Chicago, Detroit, 
Philadelphia, Cleveland, Atlanta, San 
Francisco, and Los Angeles. 
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Information for Advertisers 


e The 1954 edition of “Sales Op-| 
portunities,” a handbook for sales- | 
men providing an index to sales) 
opportunities in market areas, 
throughout the country, has been 
published by Curtis Publishing 
Co., Philadelphia. The book con-| 
tains statistical information on the 
number of households in each 
town, city, county and market 
area, and lists markets by national 
rank. Branch advertising offices 
of Curtis are distributing copies 
to advertisers. 


e “Transatlantic Travel,” a mar- 
ket report on passenger families of 
American Export Lines, has been 
released by the market research 
division of U. S. News & World Re- 
port. The report gives details on 
which income-bracket families 
represent the highest foreign trav- 
el potential and the amount fam- 
ilies in each group spend when 
they do travel. 


\. e Times-Picayune Publishing Co., | 


New Orleans, is offering a daily | 
newspaper coverage and duplica- 
tion study made in the New Or- 
leans ABC city zone. The findings 
embrace coverage by single news-| 
paper, coverage by two-paper 
combinations and by three-paper 
combinations; coverage by house- 
wives, by occupation, age, income 
groups, race and other factors. | 
Copies are available from Roland 
Ladreyt, general advertising man-_ 
ager for the company, or from the | 
company’s representative, Jann & | 


Kelley. 


e Data on income, sales and pop- 
ulation of metropolitan Sacramen- 
to, Cal., is available in a booklet 
issued by KCCC-TV. 


e A booklet available from Imple- 
mentos y Tractores, Kansas City, 
Mo., outlines basic facts on the 
Latin American farm market, its 
past, present and future. Data is| 
compiled from reports of the) 
United Nations, U. S. Department | 
of Agriculture and other sources. | 


e An analysis of 1953 passport | 
statistics by Fortune has _ been 
released in booklet form. Data 
covers income groups to which) 
passports have been issued, with | 
breakdowns on occupation and)! 
percentage increases in applica- 
tions for each group. 


e A study of consumer preferences 
on more than 2,000 brands in 200 
product classifications is presented 
in the ninth annual “Consumer. 
Analysis of the Indianapolis Met- 
tropolitan Market” published by 
the Indianapolis Star and News. 
Product standings and trends in 
buying habits, store distribution 
and family and population charac- 
teristics are covered in the study. 
Address requests to Paul Grimes, 
national advertising manager of 
the newspapers, or to Kelly-Smith 
Co., newspaper representative. 


e A brochure giving facts on milk 
sales and other background is 
available to agencies and adver- 
tisers from Olsen Publishing Co.., 
1445 N. Fifth St., Milwaukee 12, 
publisher of Milk Dealer, Milk 
Products Journal, Ice Cream Re- 
view and Dairy Industries Catalog. 


e An appliance dealer survey con- 
ducted by Esquire gives data on 
men’s influence on make of ap-| 
pliance bought, dealers’ estimate of 
appliance sales potential and gift 
buying of appliances. 


e The Philadelphia Inquirer is| 
distributing a 28-page directory of) 
wholesale grocers, grocery chains, 
food brokers and sales agents in 


the Philadelphia area. Copies can 


be obtained from the newspaper’s 
general promotion department. 


e A survey of the New York 
housewife market has been re- 
leased by the promotion depart- 
ment of the New York Post. It 
covers the questions of what news- 
papers they read in their homes, 
how old they are, where they live 
and their religion. 


e The newest issue of the South 
Bend Tribune’s market data book, 
“Test Town, U.S.A.,” is available. 
It contains the most recent facts 
and figures on population, income 
and buying power, retail sales, 
newspaper and magazine circula- 
tion, tv and radio coverage, em- 
ployment and distribution. Ad- 
dress requests to Clarence W. 


e Outdoor Advertising Inc., New 
York, has prepared a new color 
manual, “Lettering Color Schemes,” 
designed as an aid to artists, art 
departments and students. It con- 
tains 18 color combinations ar- 
ranged in the order of strength 
and readability. 


e The Grand Rapids Press has is- 
sued its 1954 “Drug Store Route 
Guide.” It lists wholesale and 


the second successive year, racing 
was the top spectator sport in the 
VU. §. 


e “Louisville, ‘Preferred Test Mar- 
ket,’”’ is the title of a folder avail- 
able from the Courier-Journal and 
Louisville Times, reporting on the 
factors which influence the choice 
of a test market and showing how 
the Louisville market stacks up. 
Another Courier-Journal 


chain headquarters and drug stores Times report is titled, “How Louis- 


by routes and has been expanded ville Compares with the Nation’s | 


to include drug stores in towns of Largest Cities as a Market for 
1,000 population or more in the Certain Products and Product Cat- 


Grand Rapids retail trade zone. 


egories.”’ It includes data on pop- 
ulation, families, buying income 


e Shipping Management, New and retail sales, and a tabulation 
York, has completed a survey on showing products or product cat- 


the items purchased and the serv- egories for 


which  Louisville’s 


ices subscribed to by its readers, average family spends more than f “A ; - r= 
who are industrial shipping and do families in other selected cities. ° rmstrong’s Circle Theater, 


traffic managers. 


e “Asheville Named Among ‘Most 
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and Southwest for cities under 
75,000 population. The Citizen- 
Times also has available a data 
sheet describing the industrial 
|growth in western North Carolina, 
| giving the Asheville market a gain 
of over $102,000,000 in buying 
power. A third Citizen-Times data 
‘piece iftludes a county table 
‘showing population, retail sales 
‘and effective buying income. 


and. 


Helene Curtis Buys TV Series 
Helene Curtis Industries Inc., 
Chicago, will sponsor a series of 
13 filmed dramas, “Top Plays of 
1954,” on NBC-TV, beginning June 
1, to promote its Spray Net. The 
series, ordered through Earle Lud- 
gin & Co., Chicago, will continue 
through Aug. 24 in the time period 


during the latter’s summer vaca- 
tion. 


e Triangle Publications Inc.. New Recommended’ Test Markets,” 
York (The Morning Telegraph and available from the Asheville Citi- Baker Elects Lynd V. P. 


Daily Racing Form), has com- | zen-Times, reports on Asheville’s | 


Albert Lynd, copy director of 


pleted its seventh annual survey position among “most recom-|Lynn Baker Inc., New York, has 


Harding, public relations director.;|on sports attendance for 1953. For mended” test markets in the South 


‘been elected a v.p. 
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Pabst Sets Summer Bouts 

The nationally televised weekly 
“Blue Ribbon Bouts” will be con- 
tinued through the summer over 
CBS by Pabst Brewing Co., Chi- - | 
cago, in a special series which be- ‘ . ’ —— 
gins with the 15-round lightweight ree eres “os 
championship bout June 2 between wa = 
Paddy DeMarco and Jimmy Car- 
ter in San Francisco. Most of the 
summer bouts will originate in 
Madison Square Garden, New 
York, and in the Chicago Stadium. | 


Direct Mail, Retail 
Advertising on AFA 


‘Convention Agenda 


| Boston, May 4—The 50th an- 
/nual convention of the Advertising 
_Federation of America will be 
held at the Hotel Statler here June 
20-23. 

Among topics to be covered will 
_be direct mail and retail advertis- 
‘ing, and a session will be devoted 


Oidcsie Dieniiden Male to case studies. Edward C. Don- 
Victor A. Bennett Co., New. SETTLED DOWN—Crossley & Jeffries, Los Angeles agency, is beginning to feel at peed is president of John Don- 
York, has promoted Edward D. home in this new building designed specially for agency operations. The low, roomy nelly Sons and head of the Bos- 
abe with the agency for more | structure is located at 6456 York Blvd. ton Advertising Club, will be the 
ri Rae ta mgt Syposie general convention chairman. 


The case studies session, sched- 
duties include supervision of the| Publication Names Hogarty _— Miss Geller Joins Schorr uled for June 94 will deal. ek 
agency’s expansion program. ’ 


| Robert K. . Hogarty, formerly | Genevieve Geller, formerly a re- the development and promotion 
, -with the Uniform Printing & Sup- porter with the Times, Mamaro-| phases of campaigns in the house- 
Names Blaine-Thompson ply division in Chicago of Courier- neck, N. Y., has joined the staff of hold appliances, meat packing, fi- 
Progressive Products Inc., Union, | Citizen Co., has been named to the | Norman A. Schorr & Co., New nancial and Scotch whisky fields. 

N.J., manufacturer of mechanical | | midwestern sales staff of Boot & York public relations counselor. | 

pens, pencils and novelty items, Shoe Recorder, New York. He suc- | Before joining the Times, Miss | ® Speakers on these topics will be 
has appointed Blaine-Thompson | ceeds Bernard C. Bowen, who has Geller was associated with Weiss|Alexander M. Lewyt, president, 
Co., New York, to handle adver- retired after 43 years with the|& Geller, New York, of which her Lewyt Corp., household appliances 
tising and sales promotion. | publication. | father j is president. | neanltectaren: Philip J. Kelly, v.p. 
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,and managing director, Chivas 


Bros., Scotch importer; Louis Eng- 


‘el, ad director, Merrill Lynch, 
‘Pierce, Fenner & Beane, invest- 


ment broker, and Crawford Pol- 
lock, v.p., C. A. Swanson & Sons, 
meat packer. 

Latest developments in direct 
mail advertising will be discussed 
on June 23 by George J. Cullinan, 
v.p. in charge of advertising and 
sales promotion, Aldens _Inc.; 
Leslie Davis, assistant to the pub- 
lisher, Wall Street Journal; E. S. 
Latimore, ad manager, chemical 
division, E. I. du Pont de Nemours 
& Co., and Joan Koob, Steiner & 
Koob. 

The session on retail advertising 
will be presided over by Howard 
P. Abrahams, manager of the sales 
promotion division of the National 
Retail Dry Goods Assn. Others 
participating in the session are 
George Hansen, president, Chan- 
dler’s of Boston; Mrs. Kay Lee, 
ad manager, Smartwear-Irving 
Saks, Roanoke, Va., and M. 
Seklemian, of Werbell, Seklemian 
& North, a recently formed New 
York agency specializing in retail 
promotions. 


Whirlpool Boosts Fowler, 
Reassigns Howard Litffick 
Whirlpool Corp., St. Joseph, 
Mich., has promoted William D. 
Fowler from assistant works man- 
ager to administrator of industrial 
and public relations for its three 
plants in St. Joseph; Clyde, O., 
and LaPorte, Ind. Assisting him 
are Glenn D. Clark, director of 
management development; Leslie 
V. French, director of training, and 


A. S. Hatch, director of public re- 
lations. 

Howard Liffick, previously in- 
dustrial and public relations direc- 
tor of the LaPorte plant, has been 
named director of industrial rela- 
tions. 


You can route your advertising for sales drives in your biggest 


or weakest markets, or detour your competition by getting there first. 


Cluett Promotes Di Paola 


You can hit the road for sales in Chicago, Detroit and New York, while 
another team of ads is selling a different idea in Boston, Baltimore, Seattle and 
San Francisco. When you have to travel fast to get into the national sales 


picture, you can cover ten of America’s richest markets all on a single Sunday. 


You don’t have to by-pass any sales opportunity, 
locally, sectionally or nationally, when PICTORIAL REVIEW 
alone among all important Sunday magazines provides this 


tremendous advantage for market-by-market flexibility. 


DISTRIBUTED WITH 
THE FOLLOWING 
HEARST SUNDAY NEWSPAPERS:— 


Detroit Times 

Chicago American 
Milwaukee Sentinel 

New York Journal-American 
Boston Advertiser 

Los Angeles Examiner 

San Francisco Examiner 
Seattle Post-Intelligencer 
Baltimore American 
Pittsburgh Sun-Telegraph 


Pictorial 


Represented Nationally by 
HEARST ADVERTISING SERVICE 

959 Eighth Avenue, New York 19, N. Y. 
Offices in Principal Cities 


.. SOME... or ALL TEN 


A. J. Di Paola, formerly mer- 


_chandise manager of knitted sport 


shirts and underwear for Cluett, 


| Peabody & Co., New York, has 
| been promoted to merchandise 
/manager of all casual wear. 


Hussco Shoe to Chernow 
Hussco Shoe Co., New. York, has 
appointed Chernow Co., New 
York, to direct advertising, mer- 
chandising and sales promotion. 


Williams Advertising is the previ- 
ous agency. 
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Smart Gasoline Producers 
Use Balloons to... 
® Bring people with kids into 
their service stations. 


® Sell more gas, oil and 
lube jobs. 


®@ Publicize their gasoline brand 
all over town. 


Because 


PIONEER Qualatex Balloons 


® cost very little and — are easy ME 
to distribute Oe: Eh 


@ have real toy value as 
premiums 


take them 


Get ideas, samples and im- 
pr rint information from our 
remium Department. 


Woke nd to. 


Tr PIOMEER meee 


yeRerere 8, ity Road +) Witard, Ohio 
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Erickson Lashes 


Extravagance of 
TV Networks 


Canadian Admen Hear 
Attack on Spectaculars, 
‘Magazine Programming’ 


ToRONTO, May 5—The shape of 
television to come in Canada got a 
thorough exposition today, as a 
panel of experts tore into the prob- 
lem (and, in some cases, into each 
other) before the broadcasting ses- 


Canadian Advertisers 


sion of the Association of Canadi- 
an Advertisers. 

Hardly had Michael Dann, man- 
ager of tv programming for the 
National Broadcasting Co., finished 
his exposition of the place of 
“magazine programming” and the 
“spectacular” in network televi- 
sion, when Rodney Erickson, head 
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of audience reaction, commenting | 
that “in this business we’re in-| 
clined to think of the audience as) 
a lump.” | 

| 


# John D. Q. Campbell, general | 
manager of the consumer products 
division, Canadian Westinghouse 


Co., traced the rise of tv sets in 
the Canadian market. 


400 sets in use; by 1952, 224,800; 


sets will be over the million mark. 
He characterized the Canadian tv 
set industry as being about where 
the U. S. was three years ago, ex- 
cept that it didn’t have to go 
through the small-screen stage. 

Saturation is still less than 35% 
in even highly-developed tv mar- 
kets, Mr. Campbell said. He added 
that new stations in 1954 will open 
a 762,000 wired-home potential, 
and there will be a total of 2,635,- 
000 wired homes within 75 miles 
of a tv station. 


= At present, Mr. Campbell said, 
only about 10% (600,000) of wired 
hcmes have tv, and about 20% are 
in areas where tv signals are being 


of account planning and supervi- 
sion in radio and tv for Young & | 
Rubicam, blasted both concepts. | 

Mr. Erickson saw the advertis-| 
ing agency as the white knight in 
the battle against rising costs. 
“Mike Dann and his mob,” he said, | 
“are trying to push the cost of 
television out of sight—we’re try- 
ing to argue it down.” He asserted | 
that the price of “Colgate Comedy | 
Hour” would have been shoved | 
out of the reach of advertisers had 
it not been for “a shrewd advertis- | 
ing agency, Ted Bates & Co., which | 
took over the show.” 


= He challenged the spectacular- 
type, asserting that Ford and Gen- 
eral Foods had paid respectively 
$40 and $50 per thousand per 
commercial minute for their su- 
per-shows. He asked whether such | 
shows could be consistently dupli- | 
cated, and pointed out that in these | 
advertisers’ cases, the spectaculars 
were bought in addition to a steady 
stream of tv advertising. “Continu- 
ity,” Mr. Erickson said, “is all-im- 
portant in advertising.” 

(For other comments on conti- 
nuity and the magazine approach 
—by Edgar Kobak—see story on 
Page 2.) 

Mr. Erickson accused the net- 
works of forcing talent costs up 
through competitive bidding, but 
he predicted that declining sets- 
in-use and inter-network compe- 
tition will bring the cost-per-thou- 
sand down to about $1.50 for a 
Class A hour. 

He thinks color costs will be 10- 
25% higher than b&w, but will 
drop. And he thinks color will! 
come rapidly—and _ pointed to! 
RCA’s magnetic tape as the even- 
tual replacement for film in color 
work. 


s J. M. Reynolds, commercial co- 
ordinator for television of the Can- 
adian Broadcasting Corp., told the 
assembled admen that tv in Cana- 
da has grown too fast for the CBC 
to train technicians. 

“This is a medium in which tal- 
ent alone is not enough,” he con- 
ceded, and mentioned as outstand- 
ing problems the shortage of 
trained technical people, the cost 


received. By the end of 1954, he 
thinks these figures will be 25% 
and 32% respectively. 

As for color, he predicted that a 
$1,000 color tv set in the U.S. will 
cost $1,300 to $1,500 in Canada. 
Further, he doesn’t think that color 
will ever completely supersede 
black-and-white photography. 

“Color will always cost more 
than black and white,” he said. “It 
will be a lot trickier, will require 
more preparation and study, more 
care in transmitting, more accu- 
racy and precision in receiving. 

“I believe it will be some time 
before the industry can produce 
color tv receivers to retail in Ca- 
nada at less than $1,000. And I be- 
lieve it will be a longer time be- 
fore any broadcasting system or 
any advertiser can afford to em- 
bark on any large-scale program 
of sustained color telecasting.” 


= Joseph B. Ward, president of 
Advertising Researeh Bureau of 
Seattle, told the admen that “time 
after time we have found that ma- 
jor stations with a reputedly high 
rating have shown poor, often in- 
significant results at the point of 
sale. Ratings have very little to do 
with the ability of a station to pro- 
duce results at the point of sale.” 

He said “good music” stations 
had shown ability both to gain 
listeners and to “sell merchandise 
in tremendous quantities.” He feels 
that tv probably has greater impact 
than radio but that radio “can do 
a more effective job dollar-wise. 
In local markets, radio—if proper- 
ly used—can outpull and outper- 
form any other medium for every 
dollar expended.” 


Onan Expands Promotion 


D. W. Onan & Sons Inc., Min- 
neapolis maker of electric gener- 
ating equipment, has expanded its 
sales promotion department to 
include advertising operations. 
George Burda, sales promotion 
manager, will direct the combined 
department. Assisting him will be 
Julius P. (Dyke) Grabow, assist- 
ant sales promotion manager; 
Russell V. Petersen, literature pro- 
duction manager, and Virgil C. 


of production (largely the number | 


Gilbertson, product publicity man- 


of people involved and the amount | 48°. 


of time they must put in), and 
summed up CBC’s problems as 
“not enough people, not enough 
time, not enough money, not 
enough equipment.” 


= Mr. Reynolds also offered ad- 
vice to the advertising men on 
commercials: “A yappy commer- 
cial is an offensive commercial, to 
my way of thinking,” and advised 
them to concentrate on simplicity 
and clarity. He also warned them 


| 


Allen Braun Associates Bows 


| Allen E. Braun, research and 
|marketing director of Alfred J. 
| Silberstein—Bert Goldsmith Inc., 
New York, for the past eight years, 
has organized Allen E. Braun As- 
sociates at 550 Fifth Ave., New 
York. The new merchandising, 
marketing and _ sales. planning 
counsel will serve the Silberstein, 
Goldsmith agency on special as- 
signments. 


In 1951, he said, there were 78,-| 


by 1953, 590,200; and by the end} 
of 1954, he expects 450,000 tv sets | 
will have been sold, and that total | 


| 
| 
| 


Frederic R. Gamble, president, American 
Agencies; William A. Greene, assistant 


BRAND NAMES BACKERS—Enjoying the luncheon at the Waldorf 
which marked Brand Names Day were (clockwise around the 
table) Paul West, president, Assn. of National Advertisers; 


Advertising, American Newspaper Publishers Assn.; Eliott D. 


Assn. of Advertising 
director, Bureau of 


R. M. Hederman Jr., 


Odell, v.p., Farm Journal; Vernon C. Myers, publisher, Look; 
Charles Feldman, advertising director, Des Moines Register; 
M. A. Blanchard, advertising director, Christian Science Monitor; 


general manager, Clarion Ledger, Jackson, 


Miss., and Dr. J. Mark Hiebert, exec. v.p., Sterling Drug Inc. 
More than 250 member company representatives attended. 


Review in Canada as 


Toronto, May 7—That vexing 
problem of retailers and manufac- 
turers—price maintenance—had a 
front row seat in Canada this week. 

Two years ago, price mainte- 
nance was abandoned in the Do- 
minion. Since that time, there have 
been sporadic price wars in the ap- 
pliance, cigaret and drug fields. 

Now the Restrictive Trade Prac- 
tices Commission is planning to 
hold hearings across Canada, start- 
ing May 19 in Ottawa, May 31 in 
Toronto, June 7 in Montreal, and 
later in the West. 

In the meantime, the commis- 
sion has published a statement pre- 
pared by T. D. MacDonald, director 
of investigation and research under 
the Combines Act. The report drew 
no conclusions, but simply cited 
the evidence of its investigations 
into pricing practices and the ef- 
fects on volume and profits of the 
drug stores in Montreal which en- 
gaged in a price war. 


® Retail price maintenance went 
out in Canada after the McQuarrie 
Committee report was handed in. 
The report was critical of loss 
leader selling, but it was published 
in a time of “inflation and relative 
scarcity,” when extreme price- 
cutting was unlikely anyhow. It 
said there should be better ways 
of controlling loss leader selling 
than by resale price maintenance, 
and it recommended that the Re- 
strictive Trade Practices Commis- 
sion make a full study and report 
what new legislation was needed. 

Canada already has legislation 
against “engaging in a policy of 
selling goods at prices unreason- 
ably low, having or designed to 
have the effect of substantially 
lessening competition or elimi- 
nating a competitor.” 


= Meanwhile, the appliance mar- 
ket has been chaotic. A Canadian 
General Electric floor polisher, 
priced at $64.50, was sold for $43.50 
in Calgary, $45.50 in Winnipeg and 
$41 in Toronto. The wholesale price 
from GE at this time was $38.70 in 
lots of 70 or more. 

Canadian newspapers are filled 
with appliance advertising—nota- 
bly tv set advertising, which fol- 
lows the well-worn U. S. pattern of 
price slashing. (‘‘Sorry,” says a 
headline from Michaels Appliances, 
“but by previous arrangement 
with the manufacturer, we have 
agreed not to mention our prices 
because of the drastic cuts.’’) 

Canadian legislators are facing 
a great deal of pressure. Donald 
Fleming (Progressive Conserva- 
tive, Eglinton) told an annual 
meeting of the Ontario Assn. of 
Radio, TV & Appliance Dealers 
that a return to price maintenance 
is needed to end loss leader selling. 
He noted that the public would 
suffer from price wars because 
price wars tend to drive the small 
retailers out of business and to 


Price Maintenance Practices Come Up for 


Price Wars Continue 


.consolidate power in the hands of 
|larger retail enterprises. 


= Women’s club and consumer 
leaders were speaking up, arguing 
that price competition was good 


for the consumer. Mrs. H. E. 
Vautelet, president of the Canadian | 
Assn. of Consumers, told the Ca-)| 
nadian Retail Federation that con-| 
sumers are becoming disillusioned | 
by continued efforts of some inter- | 
ests to get a new hearing on re- 
sale price legislation. She thinks | 
consumers resent the efforts to get | 
the law changed in order to restore 
price-controlling privileges. 

The Financial Post, Toronto, in 
covering the retail price mainte- 
nance problem, called it a ‘mess in 
retailing” in a front page editorial, 


tion. ..if the theoreticians on both 


tributive practices become widely 
known because within the distrib- 
utive organism 
powerful forces for the correction 
of unsound practices.” 


Edison to Foster & Davies 

Edison Electric Institute has ap- 
pointed Foster & Davies, Cleve- 
land, to direct its new Beauty-Plus 
lamp promotion. Newspapers and 
point of sale display will be used 
in a continuing program to pro- 
mote greater sales of portable 
lamps and lamp bulbs. 


Trans-Caribbean to Williams 

Trans-Caribbean Airways Inc., 
New York, has appointed Wil- 
liams Advertising Agency, New 
York, to handle all advertising. 
The account formerly was han- 
dled direct. Newspaper, radio and 
television advertising is being 
planned. 


El Rancho Grande 


San Francisco, May 4— 
Way Out West here—where 
men are men and agencies 
are not above a little fron- 
tier-style tradin’—Umland, 
Eastman & Becker is offer- 
ing a $50,000, 135-acre ranch 
in Napa Valley for sale. 

Seems like one of the 
agency’s clients put the 
ranch up as a guarantee, and 
when it got into a mite of 
financial trouble, it turned 
the deed over to the agency. 

“Disposing of the ranch 
has turned out to be not 
quite as simple as the way 
we acquired it,” reports dis- 
consolate Gene Umland, 
who, with his partner Fred 
Becker, has been spending 
weekends on the ranch prop- 
erty trying to figure out 
ways of finding a buyer. 


and summed up: “Real good should! == 
come out of the present examina- | -.=-= 


sides have their feathers rumpled | —- 
and certainties shaken. It will do|: © = 
good if the real facts about dis-| 


Merrill Lynch Ads 
Are Drawing 1,000 
Responses Weekly 


New York, May 6—Its full- 
page couponed ads which explain 
in detail the operations of the New 
York Stock Exchange and how 
corporate securities are bought 
and sold, are drawing about 1,000 
responses a week for Merrill 
Lynch, Pierce, Fenner & Beane. 

The current ads, appearing in 
newspapers in Boston, Chicago, 
Cleveland, Detroit, Philadelphia 
and New York, are similar to the 
ads first used by Merrill Lynch in 


What everybody ought to know... 
About This Stock And Bond Busin 


ome pe tal am + seme 


ess 


se st 


itself there are|~” ~ 


1947, except that the coupon has 
been revised to include the offer- 
ing of a booklet on the monthly 
pay-as-you-gG investment plan 
launched by New York Stock Ex- 
change members early this year 
(AA, Jan. 25). 

Coupons in the Merrill Lynch 
ads offer two things only: Reprints 
of the ad and a booklet on the in- 
stalment investment plan. A 
spokesman for the company told 
AA that 90% of returns received 
this year have been for the book- 
let. It also runs special ads on the 
investment plan. Since January, 
as a result of its advertising for 
this new type of brokerage busi- 
ness, the company has opened up 
6,177 new accounts, AA was told. 


ws Since the educational ad first 
appeared experimentally in the 
New York Times in 1947, it has 
been run at least once a year in 
200 newspapers, and in 1951 ap- 
peared also as a three-page insert 
in Time. A total of 500,000 reprints 
have been requested by mail and 
distributed. 

Last year the brokerage house, 
which operates 112 branch offices, 
invested $2,239,272 in research, 
publishing and advertising. Of this 
amount, $550,419 was for newspa- 
per and magazine space, and $290,- 
333 for statistical services. News- 
paper financial page advertising 
is the major medium used. About 
200 newspapers and 100 magazines 
are used during the year. 
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Department Store Sales... Tacoma ov fay — | Rex Farrall Inc. Moves |agency, has moved to its own 
‘ 2 Rex Farrall Inc., Canton, O., building at 2817 Third St. 
W r—Revised. 
eekly Sales Only ] 4 Behind 1953 *—Data not available. 
WASHINGTON, Ma 6—Depart- BROOD, saisihisinicciaaiccissisancsitne r+16 —3 . 
ment store sales in ‘tn U. Ss. are| Teese ~...- a rat — «| 7a Bate Heats Comentine 
: , Wichita ....... .. r+14 —4|\for AAW Commercial Contest 
only slightly off the pace set in St. Joseph ........... 4m +48 : . 
1953, according to the latest fig-| Albuquerque .... — $ —ts|_ atl Betts, Les: Angaiep eueree- 
ures released by the Federal Re-| Oklahoma City ............ r+32 +412|Pondent for ADVERTISING AGE, has 
serve Board. Ps +16 | 6| been named chairman of the com- 
Sales for the week ended May 1 ane i on. +14 —9 mittee for the third annual tele- 
were 1% behind the correspond-| Dallas District... +7 4 1/Vision commercials contest spon- The 
ing week of 1953. Sales from Jan.| Metropolitan Areas sored by the Advertising Assn. of 
1 through May 1 were down 3%, a eee eon by +9 the West in cooperation with the TORONTO DAILY T 
compared with the corresponding| Fort Worth... +23 4 6| Hollywood Advertising Club. Serv- 
period of last year. Houston oo... .. +2  -—g/ing with Mr. Seitz are Lou Thom- 
Much of the buying during the Pg orca seveeetanenccenee —22  —11/ann, Printers’ Ink; Brian Harvey, has by far 
© District... r+15 —6 oF . ; 
May 1 week was promoted by] Metropolitan Areas Western Advertising; Evelyn Big- 
Mother’s Day promotions. Appli- Los Angeles ................ +16 —¢4 sby, TV-Radio Life, and Zuma the LOWEST MILLINE RATE 
ance sales, which usually lag as are ae Angeles +18 -—2/Palmer, Hollywood Citizen-News. 
opie, Los Angeles +18 — 8) Awards will be presented for tv of any daily newspaper 
San Francisco-Oakland 421 —10 film ee pen in four categor- 
San Francisco City ...... +27 —gj|ies—local, regional and national 7 nada! 
Department Store =< City +10  —15| advertisers, all one minute or less, - Ca . 
Portland. fy ENG |and_ film of any length—at the 
Sales Barometer Salt Lake City a +16  —21|AAW’s 51st annual convention in 
GOWNS sensi iciccanaszies +22 0 Salt Lake City, June 27-30. 


Change from 1953 


—3% 
Week Jan. 1 
Ended to 
May 1, 1954 May 1, 1954 


wearing apparel sales increase 
during the Easter shopping peri- 
od, have picked up since the holi- 
day. 

Sales were stimulated by the 
fact that unemployment was not 
increasing as it did earlier in the 
year. In some areas, employment 
was on the upswing due to the 
annual spring boom in the con- 
struction industry. 


% Change from °53 


Week Ended 
Federal Reserve Apr. Apr. 
District, Area, and City 7 r+ | 
UNITED STATES. .ww........000 +12 —2 
Boston District +21 +2 
Metropolitan Areas 
SE. diigterernittcrssvesescrdoien +20 + 2 
Downtown Boston ........ +14 — 3 
on) eee +13 +32 
Lowell-Lawrence .......... +35 — 6 
Cities 
Springfield +27 + 4 
Providence +26 —4 
New York District ............ r+l1l1 —5 
Metropolitan Areas 
Sn ee ae ae +15 —7 
Rochester +18 +11 
Syracuse +16 +7 
Cities 


Phiiadelphia District ........ —2 —1 
City 
Philadelphia .......c0...cccceseee r— 3 —5 
Cleveland District .............. +14 —3 IH I = 
Metropolitan Areas B O i A K 
Akron +18 —7 S a 
Cincinnati +10 + 4 
Cleveland +19 — 7 
Columbr's 4-15 + 3) 
Toledo dani + 2 + 4 NN 
city lll S, \ M = ® \ N GS LU (s a | 
Pittsburgh soensoosentectessneveens ° - . 
Richmond District .............. Ff 7 0 eA n 
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Downtown Washington r+ ‘ —1| buy these two international editions of LIFE every page size among international magazines. 
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, Richmond ween “at : s| fortnight? Because each offers so great an opportunity for 
Metropolitan Areas | Because both LIFE INTERNATIONAL and sales, both together get outstanding sales results. 
ye my Eeaeoants i ra 4 LIFE EN ESPANOL speak the universal language A recent coupon advertisement in the two editions 
Mam! on saan t is +2 of pictures . . . so eloquently that the workings of drew nearly 20,000 inquiries. 
Augusta i a + an atomic submarine become as clear to a busi- If you, too, are interested in results, write for 
a eit 13) nessman in Milan as to an engineer in Lima . . . so ‘More Facts oheis LIFE International Editi ns.”’ 
Cniengs | District con r+9 —3| appealingly that over 12,000,000 copies of the two Both k the | f pi eo 
> -sguathontanll editions were bought in 1953. ee 
Indianapolis ......... wees 
Detroit oom LIFE INTERNATIONAL ’s selective circulation 
| Pg gs roy : around the world is complemented by LIFE EN 
; yng we Areas wee ‘ae ESPANOL’s top-of-the-market coverage of Latin 
Louisville wah a 7 America. Better than 9 out of 10 of the subscribers 
Steaghie. coo fs tae and newsstand buyers of each edition are in busi- INTERNATIONAL EDITIONS 
een oe ay a r+16 0 ness, government and the professions—at far above | — 
> hn Minneapolis-8t. Paul ion . . average income and position levels. seam ae Ee 
: a inneapolis WF ctscdan +27 +2 ene ° * § 
ont. Paul ae . * And both editions are unique in their advertis- AY PELL 
og Duluttt-Superior i 419 43 ing and merchandising impact. Between their cov- inn Fnglinh ces hottie 
sas City District ........ _ : : 
Shuueoetiien! Asche — . ers and at point of sale, they provide the finest TimecLIFE Building, 9 Rockefeller Plaza. N. Y. 20, N. Y. 
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Issues ‘Publicity Outlets’ 
Publicity Media Service, New 


'Du Pont Center to Eisteld 
E. M. Eisfeld-Advertising Man- 


York, has issued a pocket-size di- agement, Miami, has been named 
rectory for publicists, titled, “New to handle advertising and public 


York Publicity Outlets—1954.” | relations 


coordination for the 


Priced at $5, it is a guide to pub- $10,000,000 Du Pont Plaza Archi- 
licity media in the New York area |tectural and Construction Indus- 
and their key personnel. The pub- tries Center, Miami. Newspapers 
lisher also issues periodical serv-| and building materials trade pub- 
ice bulletins and a complete re-/lications will be used to spotlight 
vision will be mailed to clients on| the project’s “Theme Core,” ex- 


Sept. 1. 


/pansive exhibits of modern build- 
'ing materials products in the cen- 


ter’s Architect’s Samples Bureau. 


Fine Joins ‘McCall's’ 

_ George J. Fine, formerly pro- 
‘motion director of Ideal Publish- 
ing Corp., has been named drugs 
and toilet goods promotion man- 


|‘Journal-American’ Drops Rate 


retail rates. It is now asking 56.5¢ 


tisers who use 100,000 to 500,000 
lines. Sunday advertisers can get 
discounts up to 4¢ a line by using 
10,000 or more lines. 


Pilot Radio Names Agency 

Posner-Zabin, New York, has 
been appointed to direct advertis- 
ing for Pilot Radio Corp., Long 
‘Island City. Alfred Paul Berger 
Inc. is the previous agency. 


Roy S. Durstine Inc. Moves 


Roy S. Durstine Inc., New York, 
has moved to larger quarters at 


| 


The New York Journal-Ameri- 
can has reduced daily and Sunday 


a line instead of 59¢ from adver-_| 


j 
| 
| 


| 
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Flavors 
you can bank on 


‘ager by McCall's, New York. 


'655 Madison Ave. 


informed of 
NEW IDEAS by 
19 company 
subscriptions 


to ADAGE 


: Key members of his 
management staff kept 


Walter J. Evans relies on AA to keep his . 


Canadian Company informed on U. S. Happenings 


Mr. Evans is Vice-President in charge 
of sales and Assistant General Manager 
of G. H. Wood & Company Limited, 
Toronto, Canada. His letter to AA 
speaks for itself: 


“Our company employs 157 salesmen 
working out of 29 branches and 3 fac- 
tories across Canada, and contacting 
65,000 accounts. Last year, when an 
American friend told me about Adver- 
tising Age, I ordered 19 company sub- 
scriptions. I did this because I was so im- 
pressed with AA articles and the way 
they were written. From the reports we 
have received to date, our managers who 

_have been receiving Ad Age are more 
than pleased. I feel that it is keeping 
them informed of the newest ideas that 
come up in the United States, and that 
they are modifying and adapting these 
ideas to the financial benefit of our com- 
pany.” 


Woudn'’t this plan be an idea-stimulator 
for your key men, whether they all 
work under one roof or out in the field? 
Think of Advertising Age as a weekly 


“pep letter” that costs your company 
only pennies per week per man—and 
then compare it with the really expen- 
sive things you do to keep your men 
alerted to sales-making ideas. AA is 
truly the big bargain in American busi- 
ness literature — especially at the low 
group company rates. 


Save Money on 
Group Subscriptions 
The regular rate is $3 for a 1 year sub- 
scription. When 5 but less than 11 sub- 
scriptions are ordered by one company 
or individual, the cost drops to $2.50 
per subscription. 


When 11 or more subscriptions are or- 
dered, the price is only $2 each. 


Copies can be delivered to the home 
or office address. 


Take advantage of these special Group 
Discount rates by ordering Ad Age for 
every person in your organization who 
plays an active part in advertising, sell- 
ing or marketing. It pays! Just clip the 
coupon below, attach it to your list of 
subscriptions—and mail TODAY, 


WINGS FOR SPRING 


& Rubicam, covers selected markets for 


125,000 Dealers 
Sable To Serve You 


RETURN TO OUTDOOR—Two national advertisers are back in outdoor advertising 
ofter an absence of several years. The new Life Savers campaign, through Young 


five months during spring, summer and 


fall. A. C. Spark Plug posters are also appearing through the same months in 
514 major automotive markets. D. P. Brother & Co., Detroit, is the agency. Both 
companies are using Outdoor Advertising Inc. 


Charles Stuart Adds One 

Ferguson-Langfield Frozen 
Foods Inc., Oakland distributor of 
|/Donald Duck orange juice, Birds 
| Eye products and other brands of 
| frozen vegetable, meat and special- 
| ty items, has appointed Charles R. 
| Stuart Advertising, San Francisco, 
{to handle its account. Plans call 
for continuation of the present 
Donald Duck car card and travel- 
ing display campaign and current 
radio and tv programs promoting 
Gorton’s fish sticks and Ore-Ida 
frozen potato patties. 


Fawcett Appoints Rep. 

Edward S. Townsend Co. will 
represent Fawcett Publications on 
the West Coast beginning June 1. 
Art Smith, who now heads up 
Faweett’s San Francisco office, 
will join Townsend at that time. 


Tartaro Joins Lippman 


York, has joined Lippman Adver- 


account executive. 


Joseph P. Tartaro, formerly with 
Doyle, Kitchen & McCormick, New 


tising Associates, Buffalo, as an 


Appoints Robert Wilson 

Robert S. Wilson, former man- 
ager of exploitation for the Mutual 
Broadcasting System, New York, 
has been named manager of radio 
and tv publicity for United Cere- 
bral Palsy. He was with Mutual 
for 12 years. 


Joins ‘Life’ International 

James P. Clarendon, formerly 
sales director of Radio Programs 
Continental, radio network in Pan- 
ama, has joined the sales staff of 
Life International Editions. 


WMIN-TV Appoints Quaas 

WMIN-TYV, St. Paul and Minne- 
apolis, has appointed Dick Quaas 
promotion director. 


k 
of all 
o fms & 


IDEAL FOR 
SMALL USERS 


For a limited number 


ey 


Group Subscription Dept. M10 
Advertising “4 
200 E. Illinois St., Chicago 11, Illinois 


each for 11 or more su iption. (the 


We are attaching: our check for $ 


Please enter a 1 year subscription to Advertising Age for each of the 
on the attached list. We understand the 
for each 1 year oe in quantities of 5 but less than 11; and only $2 


special Group Discount rate is $2.50 
regular rate is $3) 


(0 We prefer to have you bill us later 


Person Ordering = Title 

cease ntntenintcasaeaiaai —— _ —_—s 
a piceesinaiehileatepectinsniainaticadadnahoethiiadaeaale 3 sk 
City Zone tS eae 


of outlets you will 
find Ad-Around more 
economical to use 
than lithographed 
material which is 
usually bulky and re- 
quires large runs for 
economy. 


Sales Representa- 
tives Wanted— 
Select Territories 
Open. 


ad-color 
photo corp. 


650 S. Arroyo Pky. 


“Kd Color Photo Corp., 650 S. Arroyo Parkway 


Day or night, in trade shows, store windows, or on 
the counter, AD-AROUND, the long lasting point of 
purchase display unit, plus our full color, appetite 
appealing transparencies, puts action into your sales 
message to the consumer, right at the point where 
they buy. Resembies smart table lamp in grey ham- 
mertone finish. Electric motor revolves lamp 4 times 
per minute. Your choice of beautiful stock trans- 
parencies or transparencies made from your own 
Color Film . . . all at reasonable prices. 
ALSO, COMPLETE TRANSPARENCY & COLOR PRINT SERVICE 


bein 


Pasadena, Calif. AA-2 
Please rush prices and literature. 
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Proxy Fight Grows More Complex as Time 
Sues New York Central over ‘Fortune’ Story 


(Continued from Page 1) 
mately the same time,” according 
to Time Inc., “stockholders of the 
railroad received a complete re- 
print, printed and distributed by 
the railroad, of the two Fortune 
pieces. 

“Although approaches were 
made to us requesting permission 
for the New York Central to use 
copies of the magazine or reprints 
of the editorial and article on the 
New York Central System,” Roy 
Larsen, president of Time Inc., 
said, “we refused all such requests 
for use of the Fortune editorial 
material. 

“The newspaper page on Mon- 
day and the reprints of the edito- 
rial material which were sent to 
Central stockholders were without 
our knowledge or consent. This 
use is a violation of our copyright 
and our trademark and is also a 
violation of Fortune’s established 
policy.” 


# A motion for a preliminary in- 
junction based on a complaint for 
copyright infringement was filed 
by Time Inc. yesterday in the U.S. 
district court for the southern dis- 
trict of New York. Hearings are 
scheduled for May 11. 

At the New York Central office, 
AA was told that the company had 
no comment to make on the mat- 
ter. 

However, William White, pres- 
ident of the Central, concluded a 
three-day pre-trial examination 
yesterday before a referee in con- 
nection with a suit brought by Mr. 
Young to bar the railroad and its 
directors from spending company 
funds “to perpetuate themselves in 
office” and testified that the rail- 
road had spent about $6,000 to mail 
the Fortune reprint to stock- 
holders. Newspaper advertise- 
ments, he said, which quoted the 
Fortune editorial, cost the road 
another $61,000. Production costs 
were $17,000. This brings the over- 
all cost to about $84,000. 

How much the New York Cen- 
tral, on the one hand, and Robert 
R. Young, board chairman of Al- 
leghany Corp., and his associates, 
on the other, have spent for ad- 
vertising and publicity in. the last 
several weeks in their battle to 
obtain proxies from Central stock- 
holders is unknown. Mr. White has 
estimated Central’s expenditure at 
$350,000. New York Central and 
its agency, Foote, Cone & Belding, 
refuse to release detailed figures. 


es At Mr. Young’s office here, 
Robert Baron, who prepares and 
places the advertising on be- 
half of Mr. Young, told AA that 
an itemized accounting of all ex- 
penses of the campaign is being 
prepared. 

“The cost of our advertising pro- 
gram, including production and 
space,” he said, “is less than one- 
third the amount of Mr. White’s 
estimate of what the Central is 
spending.” 

To date, Mr. Baron said, Mr. 
Young has run about 100 insertions 
of six different ads. These have 
appeared in the major daily news- 
papers in cities along the New 
York Central’s main route. These 
ads, aimed at influencing stock- 
holders, have appeared in Boston, 
Buffalo, Chicago, Cincinnati, 
Cleveland, Philadelphia, New 
York, St. Louis, Washington and 
in several suburban areas in 
Connecticut and Westchester 
County, N. Y. 


# New York Central, according to 
FC&B, has placed about 60 inser- 
tions of five ads on the proxy bat- 
tle in newspapers in 12 cities. 
These include papers in all of the 
cities mentioned above plus 
Albany, Detroit, Rochester, Syra- 
cuse and several financial period- 
icals. 


That the advertising battle 
will become more intensive as the 
stockholders’ meeting of May 26 
nears seems likely. Since March, 
Mr. Young’s charges of misman- 
agement and misstatements fired 
against the ftailroad’s board and 
president have been vigorously and 
immediately countered by the 
Central with full-page ads in- 
tended to prove the fallacies of 
Mr. Young’s claims. 


= In addition to the advertising 
campaign waged by both sides in 
the proxy fight, probably the most 
spectacular ever waged for control 
of a company, both Messrs. White 
and Young have made numerous 
speeches before various groups and 
have had the benefit of extensive 
and detailed newspaper publicity. 

One indication of the importance 
attached to proxies in this battle is 
the report that the New York Cen- 
tral actually has many of its em- 
ployes out personally canvassing 
NYC stockholders to obtain their 
proxies. 
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THE NEW FILTER TIP 


hING SANO 


for Good Sense and Good Taste 


LATEST ENTRY—U. S. Tobacco Co. ran this 
ad in most New York papers to announce 
its filter tip, king-size version of Sanos. 
The new cigarets are also on sale in 
Washington, Baltimore and Philadelphia, 
and are expected to go national in the near 
future. The emphasis in ads will continue 
to be on Sano’s low-nicotine content. Kud- 
ner Agency, New York, is the Sano agency. 


In 1947, Mr. Young, then pres- 
ident of the Chesapeake & Ohio 
Railroad, sought Interstate Com-| 
merce Commission approval to be- 
come a director of the New York) 
Central. The C&O under his man- 
agement had acquired control of 
800,000 shares of Central stock. 
The ICC refused to approve. In 
January, 1954, Mr. Young re- 
signed as chairman of C&O. He 
then sought election to the Cen- 
tral’s board as a stockholder but 
failed. He then launched his 
proxy battle for a new board. 


= A few weeks later, Clint W. 
Murchison and Sid W. Richardson, 
Texas millionaires and personal 
friends of Mr. Young, bought the 
800,000 shares of Central stock 
held by the C&O. Later, it de- 
veloped that Alleghany Corp., of 
which Mr. Young is chairman, had 
lent $5,000,000 to Mr. Murchison 
and $2,500,000 to Mr. Richardson 
for six months, stipulating that 
they could repay the loans either 
in cash or by selling Alleghany the 
Central stock at $25 a share, the 
price the Texans paid for it. It 
is quoted today at $22. 

The Central has refused to turn 
over the stock to Messrs. Murchi- 
son and Richardson on legal 
technicalities. The Texans’ suit 
against the railroad is now pend- 
ing. In the meantime Mr. Young 
has brought suit against Central to 
stop its directors from spending 
corporate funds in the current 
proxy battle. That suit also is 
pending. 


® Meanwhile, stockholders have 
been deluged with direct mail ap- 
peals by both sides and by individ- 
ual directors. The situation is now 
so entangled in litigation and legal 
points which may still be raised 
that some observers doubt whether 
the election of a new board will be 
valid until all the legal points have 
been resolved by the courts. 
Harold Vanderbilt, chairman of 
the New York Central’s executive 
committee, has filed an action in 
the state supreme court to post-| 
pone the May 26 stockholders’ | 
meeting, scheduled to decide the 
battle for control of the railroad. 
Delay of the meeting was asked 


pending decision on various legal! 


actions in which the railroad is’ 
involved. Mr. Vanderbilt also! 
asked that Mr. Young and his as-' 
sociates be enjoined from voting. 


‘Business Censuses 
Approved by House; 


Backers Seek Funds 


WASHINGTON, May 6—With the 
House voting its approval of leg- 
islation authorizing special cen- 
suses of business and manufac- 
tures covering 1954, the adminis- 
tration stepped up efforts this 
week to get final action on au- 
thority and funds fcr the pro- 
gram before Congress adjourns. 

While these censuses are sup- 
posed to be taken at five-year in- 
tervals, the studies scheduled for 
1953 were postponed fcr econo- 
my reasons. Marketers and gov- 
ernment officials, including Com- 
merce Secretary Sinclair Weeks, 
have been fighting to avoid fur- 
ther postponement. 

Legislation authorizing the 


censuses had been cleared by the, 


House pest office and civil serv- 
ice committee several weeks ago. 
It slipped through the House 
Monday without debate. Spon- 
sors warned, however, that even 
if Congress finishes work on the 
enabling law the censuses cannot 
be taken unless it also votes 
funds to carry out the work. 


® Monday’s action was regarded 
as a substantial gain for the cen- 
suses, however, as administration 
cfficials are taking the position 
that the request for funds can now 
go before the House appropria- 
tions committee without waiting 
for Senate action on the enabling 
act. Officials were said tc have 
agreed that the budget, totaling 
about $13,000,000, will be submit- 
ted within the next two weeks. 

Since the House appropriations 
committee has been skeptical of 
census work in the past, the bud- 
get presentation is regarded as the 
decisive phase of the legislative 
effort. Officials are counting heav- 
ily on testimonials which have 
been offered by leading business 
men who “evaluated” the census 
program last winter at the request 
of Secretary Weeks. 


Brink to Warner, Schulenburg 

Mel L. Brink has joined Warner, 
Schulenburg, Todd & Associates, 
St. Louis, as an account executive 
and member of the agency’s plans 
board and campaign advisory com- 


at the May 26 meeting. Defendants; mittee. Mr. Brink formerly was 
have until May 12 to file a reply. | principal partner of M. B. C. Ad- 


Benet Hanau Moves 


vertising Agency, Kansas City. 


Benet Hanau & Associates, San|‘Inplant Food’ to Scott 


Jose, has moved to larger quarters 
at 1011 Park Ave. The agency has} 
appointed Ivar Sivertsen, formerly | 
with Francis J. Wank Advertising, 
director of public relations. 


Inplant Food Management, Chi- 
cago, has appointed Duncan A. 
Scott & Co., San Francisco and 
Los Angeles, to represent it on the 


‘Pacific Coast. 


Slower Sales, Tariff Question Arise 
to Plague American Watch Indusiry 


(Continued from Page 1) 
new selling-look of the economy, 
not to Swiss competition. This 
isn’t strange, since Gruen, along 
with Benrus Watch Co. and Lon- 
gines-Wittnauer Watch Co., both 
of New York, is among the largest 


sellers of Swiss-imported watches. | 


a Gruen says it has developed 


stronger promotion, principally a. 


trade-in drive. It has offered its 
retailers a solid package of mer- 


chandising aids in an attempt to. 
offset the public’s attitude that a. 


watch must last for a lifetime. 
The company points out that 

people must be educated to seek 

new and 


biles and other goods. 

The company adds that last year 
was the biggest in its history, and 
that it does not expect to duplicate 
that achievement. 


Benrus: This manufacturer has 
embarked on a program which 
it says has never been tried be- 
fore in the jewelry business. 

The company’s salesmen are out 
to teach retail jewelers to get into 
the premium business in their 


community. An ambitious program | 


tells jewelers how to go into the 
incentive awards business through 
special discount setups and grad- 
uated volume scales. The Sover- 
eign Gold Coin watch—a $500 item 
—is the keystone in the promotion. 
Some 350 retail jewelers have al- 
ready signed up for the program, 
and Benrus hopes to attract well 
over 1,000 ultimately. The com- 
pany also has announced its new 
Moparmatic self-winding steering 
wheel watch which is available 
through Chrysler Corp. dealers. 
There will be some cutback in 
Benrus general advertising this 
year, the company reports. 
Despite the reduced budget, 
Benrus will splurge $250,000 in a 
television drive for its new Water 
Beauties, a waterproof women’s 
watch with high style features. 


Bulova: This company holds an 
unusual position in the Swiss- 
domestic controversy. It produces 
its watches in the U.S., but has not 
joined in with the other three do- 
mestic manufacturers, probably 
because it also has a Swiss plant. 

One report, quoting the com- 
pany, says it produces 30% of its 
watches here and the remaining 
70% in its Switzerland plant. 

Bulova also admits that sales 
have been “spotty.” Last month it 
launched a special promotion for 
the Bulova 23, a waterproof, self- 
winding 23-jewel watch, and prac- 
tically its entire national budget 
this month and last is plugging 
the new product. 

On its regular advertising sched- 
ule, Bulova will place more em- 
phasis on helping the retailer this 
year than ever before. 

For example, a display program 
was launched last month giving re- 
tailers a monthly kit showing them 
how to tie in locally with the com- 
pany’s national program. 


s The tariff problem—a continu- 
ous object of agitation for the do- 
mestic manufacturers since 1936 
when the Trade Agreements Act 
was passed, giving Swiss manufac- 
turers a definite advantage—is due 
to be passed on to President Eisen- 
hower by the Tariff Commission 
at the end of this month. 

The President has until Aug. 1 
to accept or reject the commis- 
sion’s findings, which conclude 
hearings being conducted since 
Feb. 9. 

The domestic manufacturers, 
who are seeking a raise in the 
tariff rates under the escape clause 
introduced, at their initiation, in- 


improved models in. 
watches as they do in automo-| 


to the Trade Agreements Act in 
1950, are confident the commis- 
sion will find in their favor. Un- 
der the escape clause, tariffs may 
be raised if there is indication that 
a vital defense industry is being 
hurt by the low duty barriers. 

An earlier request by the do- 
mestic group, known as the Amer- 
ican Watch Manufacturers Assn., 
was rejected by President Tru- 
man, on Aug. 14, 1952, despite 
recommendations of the Tariff 
Commission that the duties be 
raised. 


® The association is composed of 
Elgin National Watch Co., Ham- 
ilton Watch Co. and Waltham 
Watch Co., who joined together on 
| this issue. 

| The tariff squabble, which has 
always been bitter between the do- 
'mestic manufacturers and the im- 
porters, affects only the 17-jewel- 
‘led and down watch market. 
Watches in the over-17-jewels 
‘category are soundly protected by 
the tariff. 

The pro-tariff group maintains 
that its share of the American 
market dropped from 50% to 40% 
after the 1936 Trade Agreement 
Act. During the war, this fell to 
10%, since these watch companies 
were engaged in vital war produc- 
tion and lacked the raw materials 
for watches. 

At the same time, the Swiss, 
hemmed in by the Axis, were un- 
able to contribute to allied defense 
needs, but were permitted by the 
Germans to export watches. 

The domestic producers say that 
because of this, unlike other in- 
dustries after the war, they did 
not have a backlog of civilian or- 
ders to work on. 


w Since the war, they say, they 


-| have not been able to regain more 


than 20% of the market because 
they are unable to compete with 
superior Swiss production meth- 
ods, techniques, cheaper labor, and 
“trade secrets” without tariff pro- 
tection. 

They say that under present cir- 
cumstances, the domestic industry 
will vanish and that worker skills, 
essential to producing precision 
fuse and timing devices for mili- 
tary weapons, cannot be developed 
again in less than five or ten years. 

It is on this last point that the 
increased tariffs are being sought. 

The anti-tariff group’s reply to 
this is that time fuses are made in 
far greater volume outside the 
watch industry. However, the do- 
mestic producers have been able 
to point to some instances in which 
only they, with their specialized 
techniques, have been able to 
manufacture vital parts. At any 
rate, some anti-tariff spokesmen 
say the picture looks glum indeed. 


Rutledge House to Mann-Ellis 


Rutledge House, furniture man- 
ufacturer and retailer, has ap- 
pointed Mann-Ellis, New York, to 
handle its advertising. The com- 
pany opened the first unit in its 
new retail chain in New York the 
end of April. Local newspapers 
will be used to kick off a promo- 
tion for a line of dinette furniture. 


Ad Council Starts Drive 

The Advertising Council is cur- 
rently sending out press kits to 
daily, weekly, foreign, Negro and 
labor publications for its “Future 
of America” drive, conceived to 
help fight “depression psycholo- 
gy.” 


Paper Names Ward-Griffith 

| Greenwich Time, Greenwich, 
Conn., has named Ward-Griffith 
Co., New York, as its national ad- 
vertising representative. 
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John Hanselman Joins Blitz 
John J. Hanselman, ferme 


partner in Hanselman & Clena- 
ghen Advertising, has joined the 
staff of Blitz Advertising, Port- 


land, Ore. 


Grey Names John Rigor 


John Rigor, formerly with Ful- 


; K efauver Tells New York Direct Mail Group 


Passage of Postal Rate Bill Is ‘Unlikely’ 


(Continued from Page 3) 
congressional directives and to the 
‘factual review of an independent 
| commission.” 
| Such a move would be unconsti- 


ler & Smith & Ross, has joined the) tutional, he said, explaining that 
account executive division of Grey the power to establish post offices 


Advertising, New York. 


World’s Largest 


That's Central Florida’s citrus empire 

. over half a million acres of golden 
oranges ... from whence comes 100 mil- 
lion boxes of fruit . . . a treat to the 
world from Orlando, heart of this great 
empire. 


/and post roads was assigned spe- 
cifically to Congress by the Con- 
stitution. 

The senator also took a whack 
at the Post Office Department for 
“rationalization” accompanying 
some of the arguments for higher 
rates. 


ws “There are good arguments for 
higher rates, and there is no shame. 
in making them,” he said, “but 
that does not excuse the Post Of-| 
fice Department for claiming sav- 


|ings of $1,000,000 a day when the 


|Budget Bureau only shows cost) 

There’s money in oranges . . . Also 
money in cattle. Orlando, Florida is the, “And it does not excuse the | 
biggest town in the fruit and cattle belt. bland assumption on the part of 
That's why advertising in our papers pays Post Office officials that the Post 
off. Office is a business, when its basic 
/service character has been spelled 
|out in legislation and official in- 
|terpretation for a hundred years. 
/ “TI am suspicious of any legisla- 
| tive proposal which would serious- 
| ly handicap sales promotion at this 


PONY PROMOTIONS 
"Right in Your Lap” 


You don't have to lift a finger to shovel in 
the sales dollars with Fashion 
Club's brand new, tested-in- 
the-field promotion package. 
Nothing for you to do but 
set up your deal! 


We Furnish 


Orlando Sentinel-Star 


Orlando, Florida 
Nat. Rep. Burke, Kuipers & Mahoney 


cuts totalling $1,400,000 a year. ‘it 


{some problems, but they are being 


i 
} 


Everything! 


* dynamic, giant, 
two color posters 


* window  stream- 
ers and wire- 
hangers 


* bag-stuffers and 
handbiils 


* full and half page 
newspaper mats 


* entry blanks for 
six different types 
of successful con- 


Fashion Club's Pony 
Promotion Never Misses 


tests Food, Drug, Dairy, Soft-Drink, Candy 
accounts scored unbelievable sales in- 
Everything ready except creases. Grocery and department stores, 


automobile dealers, real estate de- 
velopers, Federal Savings and Loan 
Associations, American Legion Posts, 
Chambers of Commerce, Co-Operative 
Merchant Days .. . every one of them 
writes that Fashion Club's Pony pro- 
motion outpulls. by far any sales stimu- 
lating plan they ever used. 


GET GOING NOW 


You don't have to plan and prepare 
for this one six months in advance. 
You're in action immediately . . . pony 
saddle, bridle, martingale . . . tie-up 
material . . . everything all ready to 
go. Pulls anywhere . . . big cities or 
small towns. REMEMBER . . . EVERY 
in agencies find this a KID WOULD GIVE HIS RIGHT ARM 
powerful account getter. FOR A SHETLAND PONY. 
State type of product or store or business for which you 
are planning Fashion Club's promotion. We'll rush details. 
WIRE, WRITE OR PHONE...NOW. Be the first in your market to hit the jackpot. 


Fashion Club Shetland Pony Sales Co. 


Largest in the World 
749 N. Rush St. Chicago 11, Illinois DEI. 7-7566 


your own imprinting . 
done by you or Fashion 
Club. Entire package de- 
veloped in conjunction with | 
country's top-notch agencies 
and accounts. 


Self-Liquidating, 
Too 
Here's a promotion that 
pays for itself . . . and re- 


turns an actual “in the cash 
register"’ profit. 


New Business Men 


uncertain moment in our econo- 
my,” Sen. Kefauver told the lunch- 
eon gathering of users, producers 
and suppliers of direct mail. 


s At the morning session of clin- 
ics, Robert L. Fenton, assistant cir- 
culation director, Street & Smith 
publications, told his audience that 


mailing lists should be referred 


to in the “feminine gender.” “They 
are like women since they only 
respond when all conditions are 
right,” he said. 

Mr. Fenton, speaking on how to 
use mailing lists to increase sales, 
said that generally women buy for 
one of eight reasons, according to 
a list he culled last month from the 
house organ which Hotpoint Co., 
| Chicago, sends to its dealers. These 
reasons, he said, are: 

Her husband says she can’t have 


It makes her look thin. 

It comes from Paris. 

Her neighbors can’t afford it. 

Nobody’s got one. 

Everybody’s got one. 

It’s different. 

Most important of all: Just be- 
cause. 


@ Ralph W. Fairbanks, partner, 
Fairbanks Associates, Greenwich, 
Conn., disclosed new techniques 
and systems for addressing. 
“One major development, which 
will come in a couple of years, 
will be the widespread use of mag- 
netic tape,” he said. “There are 


solved, and I predict that tape will 
become economically feasible for 
direct mail advertising.” 

Mr. Fairbanks said there are at 
least several manufacturers work- 
ing on this system now, notably In- 
ternational Business Machines 
Corp., National Cash Register Co., 
Remington Rand Inc. and Ray- 
theon Mfg. Co. 


s H. B. Mitchell, eastern manager, 
direct mail division, Reuben H. 
Donnelley Corp., New York, tak- 
ing the hypothetical case of an ad- 
vertising manager of an oil com- 
pany being put into the shoes of 
a service station dealer, said that 
dealer help is the connecting link 
in direct mail advertising. 

“As an ad manager you'll find 
that the direct mail specialist in 
dealer help will tell you that the 
campaign should feature the deal- 
er first and the product second.” 

Mr. Mitchell explained that the 
dealer doesn’t want to pay half the 
cost for a campaign that is basical- 
ly designed to sel! the product but 
doesn’t sell him or his services. Di- 
rect mail dealer help, he said, 
bridges the gap between national 
product advertising and the local 
retail outlet. 


# Mrs. Margaret M. Fellows, di- 
rector of fund raising, Children’s 
Aid Society, and Mrs. Stella A. 
Koenig, director of fund raising, 
Henry Street ‘Settlement, New 
York, combined their views on 
fund raising by mail. 

They said they base their fund- 
raising approach on two facts: that 
according to the latest tax figures 
available 63% of the money given 
for education, health or welfare 
comes from people with less than 
$5,000 income, and that their or- 
ganizations have to interest pro- 
spective donors in contributing for 


a “tangible something.” 

“Though some of you have found 
that college men and women are 
the best subscribers to news maga- 
zines, and doctors the best pur- 
chasers of books on medicine or 
drug supplies,” they said, “all we 
need is to reach human beings with 
$2 and a wish to help the other 
fellow. 


“This doesn’t mean that we nev- 


Advertising Age, May 10, 1954 


Lama TeeETNR Te ay 

; h« "Fy fe , iti 
Aiki: Abivaecs RRA 4 biti, ica 

ue * ; ; a 


an “intangible nothing” instead of 
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SERIOUS THOUGHT—These two advertising executives appear to be in deep con- 
versation prior to their participation in the Eastern Industrial Advertisers seminars 
on sales and advertising in Philadelphia. At left is Fred C. Stakel, advertising 


of Al 


Co. of America, and with him is William H. Collins, director 


of advertising of Dravo Corp., both of Pittsburgh. 


er make use of lists of high income 
groups. We do when we can get 
them. But for the most part we 
can cull them from our contribu- 
tors, by performance.” 


Lorillard Sales Climb 

P. Lorillard Co., New York 
maker of Old Gold and Kent filter 
cigarets, reported sales in the first 
quarter topped the comparable 


1953 period and earnings were! 


53% higher. Sales for the first 
quarter were $56,367,451, up 8% 
from $51,874,641 reported for the 
first three months of ’53. Net 
profit was $1,955,748 compared 
with $1,276,026. 


Lighthouse Names Kadison 


Herbert Kadison, formerly with | 


the U. S. Navy as public infor- 
mation and recruiting officer, has 
been named director of public in- 
formation and education for the 
Lighthouse, New York Assn. for 
the Blind. 


ABC-TV Appoints Sanman 


ABC television network has ap- 
pointed Lou Sanman_ production 
coordinator of its western division 
in Hollywood. Mr. Sanman for- 
merly was a producer for Biow 
Co., handling broadcasts of the 
Baltimore Colt football games. 


Clark Collard Adds Two 


Clark Collard Advertising 
Agency, Los Angeles, has been 
appointed to handle advertising 
for Pioneer Tool Co., Los Ange- 
les manufacturer of chassis pun- 
ches for use in the ham radio 
field, and Lloyd Giles Labora- 
tories, Los Angeles maker of the 
Leatart global clock. Ham radio 
publications and direct mail will 
be used for Pioneer, and business 
publications and direct mail will 
be used for Lloyd Giles. 


Two Engravers Merge 


Reliance Reproduction Co. and 
Star Photoengraving Co., both 
|New York, have merged, and will 
operate a combined plant at 240 
W. 40th St. Ira and Arsen Tash- 
jian, former owners of Star, have 
been added to the board of direc- 
{tors of the new company, which 
' will operate under the name Re- 
‘liance Reproduction Co. 


JUST ASK FOR MARIE: 


Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph, gag i ge ep aiee or 
mailing job. ve pick-up and de- 
livery, fast and accurate work, plenty 

experienced personnel, charges 
always in line. THE LETTER SHOP, 
Inc., 431 S. Dearborn St., Chicago 5. 
| (Now in our 25th successful year.) 


kind of paint . . 


fairs, to promote 


movies, openings . 
military for holding TV and Radar aerials, reflectors, 
etc. New. Cost to Gvt. over $100. Yours only .. . 


2 


oa 24-hour ad... your 


message seen day and night. TERRIFIC 
ad balloons, 10’ diameter, 31’ circumference . . . DURA- 
BLE black balloon cloth (rubber impregnated) that 
withstands weather & handling . . . Any message, any 
. fluorescent, etc. Inflate & deflate 
again and again and again. Wt. 15 ibs. PERFECT for 


sales or civic events, gas stations, 
. . ATTRACTS A crowd! Used by 


$27.50 ppd. 


Bladders available if you want to use part air and part helium for 
Ce ae 


We also have the Neoprene (New Overage) Balloons 
3’ dia. 49¢ — 6’ dia. 99¢ — 13’ dia. $1.59 — 20’ dia. $1.95 


Postage paid on prepaid orders. Calif. firms add sales tax. 
ORDER BY MAIL TODAY 


WAR ASSETS DIVISION, Volume Sales Co., Dept. AA-510 
3930 Sunset Bivd., Los Angeles 29, Calif. 
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Advertising Age, May 10, 1954 


Chicago Direct Mail Advertising Clinic 
Discusses Ethics and Government Aid 


(Continued from Page 3) 
makers and their “heyday of blue 
sky claims.” 

“Initially, the public response 
was favorable—some cases result- 
ing in fantastic sales records,” he 
said. “But...public confidence is 
wavering, and if the claims are 
eventually demonstrated to have 
been unfounded or dishonest, the 
public reaction is sure to be sharp 
and, in some cases, violently ad- 
verse to all dentifrice advertis- 
ing,” he said. 


@ While Mr. Chait generally 
praised the automotive industry 
for sound advertising and sales 
policies, he noted that some local 
dealers have been using direct mail 
to promise “vastly inflated and 
frequently dishonest” trade-ins. 

“A hysterical note of price-cut- 
ting, flamboyant offers and spuri- 
ous claims has crept into much 
local car dealer advertising,’ he 
observed. 

“These practices are particularly 
dangerous in a period of economic 
change and political challenge,” 
Mr. Chait warned. “They can hurt 
us as individuals, they can hurt 
our companies and of far greater 
significance, they may well start 


chain reactions that can hurt the 
nation.” 

| 
= Rep. Robert J. Corbett (R., Pa.) | 
raised the question of government | 
assistance when he warned the 
clinic that postal rates on third-| 
class mail are so high that “we are 
very close to pricing some items | 
of mail out of service.’ 

“Certainly many second-class 
items may end up on the news- 
stands, go to regular delivery boys, 
or distributing companies. Very 
much potential third-class mail has 
already gone to distributors, and. 
a 2¢ minimum would drive much 
more of it to the same place,” said 
Rep. Corbett, a member of the 
House post office and civil serv- 
ice committee. 

Rep. Corbett called for increased 
salaries for postal employes. ‘But 
rates and salaries must never be 
tied together in the Post Office 
any more than they are in any 
other agency,” he added. 

“Congress simply must settle for 
the indefinite future whether the, 
Post Office should be run as a 
service or a break-even business,” 
he concluded. 


# Back to the matter of direct) 
mail operation, Paul J. Bringe, 
sales manager of Milwaukee Dust- | 
less Brush Co., had some interest- 
ing statistics in support of his ar- 
gument for mail as day-to- day | 
selling instead of institutional ad- | 
vertising. 

Mr. Bringe based his calculations | 
on a New York Sales Executives 
Club estimate of the cost of in-| 
dustrial salesmen’s calls: epee 
per call. 

“If the salesman makes 100 cold 
calls,” he told the clinic, “he will 
get 9.2 orders at a per-sale cost of. 
$189.39. If he makes 100 calls on, 
inquiries from publication adver-| 
tising, he gets 16 orders for an av- 
erage order cost of $107.75. 

“If he makes 100 calls on pros- 
pects who have read his company’s’ 
literature and requested a sales- 
man to call, he gets 38.4 orders at 
an average cost of $44.89. Right 
here is an excellent example of re- 
ducing selling costs 75% by having 
the prospect qualify himself by 
reading company literature.” 

Mr. Bringe’s moral-for-advertis- | 


ers: Look upon direct mail as a) 


long-range sales tool, not as a spe-_ 
cialty salesman who “‘must produce 
or get out.” 


® R. T. Curtis, general manager of 
Ross-Martin & Co., 


Tulsa office 
equipment firm, took the obverse’ 


side of this coin of long-range val- 
ue, when he emphasized that a 
vital point in direct mail selling 
is the “pcssibility of repeat sales.” 

He made a strong recommenda- 
tion for product research by direct 
mail outfits, on the grounds that 
“the best mail order copy in the 
world will be a conspicuous failure 
if the product is substandard in 
quality and if it is not wanted or 
needed.” 


s Ina meeting strongly pegged on 
the concepts of service and the 
“long haul,” Whitt N. Schultz, mail 
order consultant, made a tren- 
chant call for service to “arm- 
chair shoppers” in his ten “simple 


rules” cn how to sell profitably | 
Some of his (far from | 


WLOS-TV Names Venard 


by mail. 
simple) maxims: 
1. Believe with all your heart | 


that your customers are always, which is due on the air this fail, 


and unquestionably right. 
2. Acknowledge all orders by 


| 


ceived. 

3. Sell only services, books or | 
products which help customers to) 
make their lives finer and more 
pleasant. 

4. Immediately replace any de-| was formerly publicity assistant 


fective or damaged product re-'to the educational director of YWWALK aovertisine TYPOGRAPHY 


ceived by your customer. And send 
the replacement special delivery. 

5. Refund money immediately to | 
a complaining customer in a cheer- | 
ful, quibble-free manner—by air- 
mail always. 


Institute Names Britton 


The Research Institute al 
America, New York, has ap-| 
pointed Blaine S. Britton to the | 
editorial staff of the selling and} 
merchandising division. For the | 
past four years he has been editor 
of Dartnell Corp., sales manage- 


ment service. 
| 


WLOS-TV, Asheville, N. C., 


has appointed Venard, Rintoul & 


| McConnell, New York, as its na- | 


first class mail the day they’re re- tional representative. 


| 
| ‘ 


Child Group Names Eitingon 


Mira Eitingon has been ap-| 
pointed director of publicity for 


_the Assn. 


‘tarded Children, New York. She) 


WMCA. 


for the Help of Re-| 


| 11 €. HUBBARD, CHICAGO 11 e MOhawk 


A magic carpet 
is often wished for 


to bring you to your prospect 

Why not wait for his invitation. 

JAY P pay a ad set by Walk may 
do it. See our before-and-after. 


, A ee 


are located in the middle 


greatest agricultural and 


a You cover 3 of the 4 Quad-Cities 
when you use these newspapers: 


oe oe oe oe 


of two of the nation's 


The QUAD-CITIES 


manufacturing states 


. « - LOWA—ILLINOIS 


P Zhe MOLINE Dipited 
Zhe ROCK ISLAND 7¥egus 


THE FORT WORTH MARKET 


FOR 1954 


This is a report of business activity in the Metropolitan Fort Worth 
area and the West Texas Market consisting of 100 counties. Fort 
Worth is truly “Where the West Begins” and within its boundaries 


is one of the nation’s richest and most productive markets . 


Type of Business 
for year 1953 


Population ....... 
Families ......... 


Effective Buying 
Income ..... 


Retail Sales ... 


Automotive Sales . .$113,090,000 
Drug Sales ..... 
Food Sales .......$107,514,000 


Furniture-Household 


‘Radio Sales ....$ 24,651,000 


General Merchandise 


Source: 


Convincing proof that 
Worth and West 


Texas is a rich and pro- 


Fort 


ductive market capable 
of producing business. 


1 sees «+ $137,607,000 


$ 362,575,000 
$ 76,231,000 
$ 138,316,000 


Sales Management Survey of Buying Power 


FORT WORTH 
“WHERE THE 
WEST BEGINS” 


Newspaper 
Coverage 


The largest newspaper published in the 
State of Texas is read by the people of 
Fort. Worth and West Texas. The Star- 
Telegram circulation is over 240,000 daily, 


Metropolitan West Texas 
Fort Worth Market and 220,000 Sunday. 

458,300 1,550,100 Here is how well the Star-Telegram covers 

141,700 454,100 the Fort Worth market. 
-$791,119,000 $2,414,611,000 | Practically everyone in the Metropolitan 
.. .$585,990,000 $1,691,338,000 Area reads the Daily and Sunday Star- 
$ 456,391,000 Telegram. (Over 95% Daily and over 

..$ 17,604,000 $ 54,252,000 | 89% Sunday). 


In the 100 county market of West Texas 
the coverage picture looks like this. 


% of Number of Counties 
Families Daily Sunday 
Over 50%, 7 6 
30%/,-50'/, 20 26 
20%/,-30%, 27 29 
10%/,-20%, 25 25 
2°/,-10%, 21 14 


No other Texas newspaper 
can cover such a market 
with this kind of family 
coverage. 


‘ AMON G. CARTER, Publisher. 
r ae G. CARTER, I8., President dad National Advertising 


LARGEST CIRCULATION IN TEXAS 
Without the use of Contests, Schemes or Premiums... Just a Good Newspaper 
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Impact of Auto Industry in Canada 
Stressed for Canadian Advertisers 


(Continued from Page 1) |of business which has made this 
brates its 50th anniversary in Ca-|nation’s boom so spectacular. 
nada, and offered a heartening The ACA program ranged from 
prediction: “We do not believe the| immigration to merchandising to 
current condition of the market | media and research. Here are some 
offers the slightest evidence that of the highlights: 

Canada is in for a depression or 
even a serious recession.” = E. B. Reid, chief of information 

Mr. Emmert’s speech typifies the services for the Canadian depart- 
confidence which rang through the | i/ment of citizenship and immigra- 
meeting of Canadian advertising tion, reported on the 1,000,000 im- 
men, for repeated references were migrants who have come to Canada 
made to the soundness of Canada’s | since the end of World War II. 
economy, and the continuing surge Some of them brought capital in 


Home Freezers? 


Better Living 
Households Have ~~” 


HIB 


. intent to Buy (8.4%) among readers of 
any any food-store - distributed magazine. Compare 
latest Starch Report figures. Send for analysis. 


Better Living Magazine, 230 Park Ave., N. Y. 


large quantities—the total is $415,- 
000,000. 

Z. Z. Mokrzycki, president of 
|New Canadian Press, pointed out 
‘that this immigration has brought 
people to Canada who are unfa- 
miliar with brand names, 


and | 


“Maybe we should clasp the 
term huckster to our bosoms. In- 
stead of trying to ignore it, maybe 
we should use it to describe the 
bad actors in advertising—the 
huckster advertiser, the huckster 
agency, the huckster medium. Let’s 
condemn hucksters and let’s not 
censure advertising for what the 
hucksters do.” 


@ Willard A. Pleuthner, v.p. of 
Batten, Barton, Durstine & Osborn, 
stressed the importance of crea- 
tive interpretation of research 
findings and outlined the “brain- 
storming” process by which BBDO 
tries to create selling ideas once a 
given set of facts are known. 

Mr. Pleuthner defines brain- 
storming as “group ideation,” and 
he cited examples where it has 
worked for BBDO and other com- 
panies which have employed it. 
“Our few fiascos have been due 
mainly to failure of leadership,” 
he said. ““‘When a panel chairman 
acts omniscient, he makes his more 


pointed to 112 newspapers and ‘timid members afraid to open their 


journals in foreign languages (27) 
| which now have 360,000 circula- 
tion. 


ws Frederic R. Gamble, president 
‘of the American Assn. of Adver- 
tising Agencies, was the first 
| major speaker of the ACA meet- 
ing. He told the group that adver- 
tising will become an increasingly 
important force in the Canadian 
“economy. The Four A’s president 
described the work of the monthly 
interchange by which copy prob- 
lems are subjected to self-criticism 
by agencies, and he voiced a new 
‘slant on unethical conduct: 


mouths. Then, too, when he allows 
criticism to creep into proceedings, 
he likewise courts failure.” 

Among the companies which 
have started courses which utilize 
Alex Osborn’s text and manual on 
“Applied Imagination” (Mr. Os- 
born was the father of brainstorm- 
ing within the agency, and the 
practice is at least 15 years old 
with BBDO) are Armstrong Cork, 
Curtis Publishing Co., B. F. Good- 
rich, General Motors, International 
Business Machines, National Cash 
Register and U. S. Steel. 


a Henry F. Godfrey, copy and 


| 
How Advertising Works 


Toronto, May 5—Yester- 
day afternoon’s session of the 
ACA was composed of a 
presentation by the agencies 
represented on the Canadian 
Assn. of Advertising Agen- 
cies board of directors. The 
presentation consisted of a 
series of blackouts, all built 
around the theme of illus- 
trating how advertising 
works. Conceived with wit 
and sharp dialog—and as- 
sisted by some _ unusually 
shapely agency employes— 
the skits traced the develop- 
ment of Canadian advertis- 
ing since 1900. 

Reading copy for an auto- 
mobile of 1910 vintage, the 
unseen narrator rolled out 
proudly: “Built in Canada, 
by Canadians, for Canadi- 
ans.” And then he added, 
with gentle irony, “Ah, the 
copy line that never dies.” 

It brought down the house. 


media research director, J. Walter 
Thompson Co., New York, told 
the ACA about the various stand- 
ardized copy research services 
and methods, and then described 
some of JWT’s motivational re- 
search experiments. But he issued 
the following warning to his audi- 
ence: 

“T believe that motivation re- 
search should not be employed if 
the problem is susceptible to solu- 
tion through more orthodox re- 
search techniques.” 


No matter how you 


dow... 


Searching for 1954 markets? You can stop when you reach the 
New Jersey bank of the Delaware. Markets come bigger, better 
and faster-growing here. But you can’t expect the Philadelphia 
papers to sell for you in this area. ABC figures show that only 
the key dailies in the twin industrial centers of Camden and 


The 


Trenton give you anything like complete coverage. People on 
the Jersey side depend on local papers for buying 


information because here especially, “all business 
and selling are local.” 


MARKET FACTS on request. Write for official portfolio compiled by 
State government. Most helpful in sales planning. Address COURIER- 
POST, Camden, N. J., or TIMES, Trenton, N. J, 


one way to cover 


the EXPANDING SIDE 
of the Delaware Valley ... 
the eastern half .....-. 


CAMDEN 


Courier-Post 


TRENTON 
Times 


Represented by 

GEORGE A. McDEVITT CO., INC. 

New York © Chicago @ Philadelphia 
Pittsburgh © Detroit 
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He went on to point out the 


disagreements among working re- 


searchers, the “schools” of psy- 
chology to which they belong, and 
also cited the small samples, the 
high price, and the problems 
raised by projective techniques 
in a field in which there exists no 
mass of case histories. 

Mr. Godfrey thinks motivation 
research is a useful tool for crea- 
tive dezartments, but cautioned 
that it is no substitute for “get- 
ting out of the ivory tower and 
talking to people, for what it 
(motivational research) has _ to 
say is inevitably filtered through 
the mind of the social scientist 


and is subject to his idiosyn- 
crasies.” 
® Henry O. Pattison Jr., senior 


v.p. of * Benton & Bowles, New 
York, told the group two ways in 
which believability in advertising 
could be enhanced: 

1. Stop “running in the wolf 
pack of competitive claims . . 
insist on getting some creative in- 
genuity.” 

2. Check oneself and one’s as- 
sociates to be sure all believe in 
the power cf advertising, and 
then make certain “you produce 
no advertising you don’t believe 
;”” 

William D. Tyler, v.p., Leo 
Burnett Co., Chicago, outlined the 
seven basic trends he sees in the 
advertising business, emphasizing 
that he spoke for himself, not for 
the agency, and abcut advertising 
generally, not Burnett’s: 

1. Copy is somewhat less im- 
portant and there is a growing 
need for deeper and more pene- 
trating consideration of basic 
strategy. 

2. The strategist-copywriter is 
moving into creative media. 

3. Advertising which is con- 
cerned with massive attacks, im- 
mense weight and concentration, 
is inclined to lose consideration 
for the reader. 

4. The single selling thought is 
“back in the saddle again.” 

5. The tone of advertising is 
changing for the better. 

6. There are more specifics in 
advertising today. 

7. “None of the foregoing trends 
is really new—nothing really new 
has been added to print advertis- 
ing in the past five years.” 

Mr. Tyler said that he thinks 
the great advances have come in 
tv advertising. 


s The convention also heard de- 
tailed media presentations and 
discussions. 

On weekly newspapers, a panel 
consisting of Gus Debbie, publish- 
er, Record News, Smiths Falls; 
four publishers; Roy Conway, me- 
dia manager of Cockfield, Brown 
& Co., Monireal, and John C. Nel- 
son, advertising manager of the 
Royal Bank of Canada, Montreal, 
covered the use of weeklies by 
Canadian advertisers. 

Mr. Conway urged that pub- 
lishers continue and improve their 
furnishing of information and aid 
to advertisers. He said that his 
agency’s placements in weeklies 
has been rising, and pointed out 
that weeklies are frequently the 
most economical way to reach the 
people in the market. 

Mr. Nelson said the bank con- 
siders weeklies one essential ele- 
ment in its advertising program, 
and one of the last it would cut. 


s The growth of business papers 
in Canada was explained by N. M. 
Seccombe, Current Publications, 
who explained how business paper 
editors operate, and noted that the 
average Canadian business paper 
has 88 pages per issue, of which 
42 are editorial. James A. Daly, 
Hugh C. MacLean Publications, 
showed a slide-film on a Business 
Newspapers Assn. readership sur- 
vey report, which pointed out 
among other things that although 
90% were office-delivered, 36% 
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Pack your basket—pick your spot— 


(The Local Paper) Picnic Section 


Last Minute News Flashes 
Milwaukee ‘Sentinel’ Names Hearst Advertising 


MILWAUKEE, May 7—The Milwaukee Sentinel has named Hearst Ad- 
vertising Service as its representative, replacing Moloney, Regan & 
Schmitt, effective May 15. The Sentinel this week also appointed Rob- 
ert C. Bassett, labor counsel of Hearst Corp., publisher, succeeding 
Frank L. Taylor. Mr. Taylor will continue in an executive capacity 
with the Hearst organization. 


Topp Elected Head of Lockwood Agency 


New York, May 7—John H. Topp, executive assistant to the presi- 
dent of Lockwood Agency, has been appointed president of the agency. 
Agency president Richard C. Lockwood is joining the art department 
of Kudner Agency. Richard Schwartz has been named associate art 
director of Lockwood. 


Dore Leaves Reimers, Joins Lewin, Williams 


IT’S PICNIC TIME—This is the cover page| 
of the “July Is Picnic Month” supple-| 
ment which the American Bakers Assn. | 
is distributing to ad managers of 5,200 | 
weekly and daily newspapers. The promo- 
tion, which covers all aspects of picnic 
planning and activities, is expected to 
boost the sales of bread for sandwiches. 
Point of sale material will be used and 
mats will be furnished free to newspapers. 


of the readers read them at home. 

Donald F. Hunter, Maclean- 
Hunter Publishing Co., reported on 
objectives which advertisers have 
achieved through business paper 
use, and commented on copy 
trends. 


a W. A. Campbell, assistant adver- 
tising manager of the Toronto Star 
and Star Weekly, and W. D. Tay- 
lor, director of advertising for 
Weekend Picture Magazine, out- 
lined the mechanical methods of 
gravure printing, and highlighted 
the growth of the weekend papers 
in Canada. Canadians now buy 
2,500,000 copies of weekend papers 
every week, and only 100,000 are 
by subscription. They buy at a 
rate of 500 copies every daylight 
hour every day of the year. The 
saturation is remarkable: A week- 
end paper is read by 77 of every 
100 English-speaking families in 
Canada, and 70 of every 100 
French-speaking families. Canada 
moved into rotogravure printing 
very rapidly, and two of the most 
modern plants on the North Amer- 
ican continent are in Canada. 


= The ACA made its annual 
awards at the convention, with an 
art director winning top honors. 
A. J. Casson, v.p. and art director 
of Sampson Matthews Ltd., To- 
ronto graphic arts company, was 
presented an ACA gold medal for 
the most outstanding contribution 
to Canadian advertising by any- 
one in advertising cr allied fields. 

Silver medal winners’ were: 
Agencies—Mark Napier, v.p. and 
managing director of J. Walter 
Thompson Co., Toronto; Adver- 
tiser—Ralph E. Sewell, v.p. in 
charge of advertising, Coca-Cola 
Ltd.; Graphic Arts—Charles R. 
Conquergcod, president of Can- 
ada Printing Ink Co., Toronto; 
Media—Lewis H. Meyer, publish- 
er of Le Bulletin Des Agriculteurs, 
Montreal. 

The ACA honored J. G. Hagey, 
former ACA president and long 
time advertising manager of B. F. 
Goodrich Tire & Rubber Co. Ltd., 
with a life membership in ACA. 
Mr. Hagey is now president of 
Waterloo College, Waterloo, Ont. 


® Robert E. Day, president of 
Bulova Watch Co., Toronto, was 
elected president of ACA. Athol 
McQuarrie was reappointed gen- 
eral manager and John A. M. 


Galilee was reappointed = sec- 
retary. T. G. Ferris, Household 
Finance Corp. of Canada, was 


named treasurer. 

Three new directors were 
elected: J. A. Blay, director of in- 
formation of Hydro-Electric Pow- 
er Commission of Ontario; J. C. 
Miller, manager of the adver- 
tising and sales promotion de- 


New York, May 7—Robert M. Dore is resigning as v.p. of Carl 
Reimers Co. and is joining the executive staff of Lewin, Williams & 
Saylor. He takes with him several Reimers accounts, including Michael 
Berkowitz Co. (Lady Berkleigh pajamas) and Darlene Knitwear Inc. 
With Reimers for the past two and a half years, Mr. Dore was formerly 
a partner in Esmond & Dore. 


Doherty, Clifford Gets Duff; Other Late News 


e Duff Baking Mix Corp., Newark, N.J., has moved its account from 
Harry B. Cohen Advertising Co. to Doherty, Clifford, Steers & Shen- 
field, New York. 


e Henry A. Laughlin Jr., account executive with Harold Cabot & Co., 
Boston, since 1952, has been elected a v.p. of the agency. Previously 
he was advertising manager of the Press-Herald, Portland, Me., and 
a v.p. of North Atlantic Airways. 


e Francis J. Kaus has been named director of sales promotion and 
research of The American Weekly. He has been associated with Puck— 
The Comic Weekly and The American Weekly for 14 years. He suc- 
ceeds George Shor, who has retired. 


e Herbert V. Coughlin has joined Abbott Kimball Co. as v.p. and 
member of the plans board. He was formerly a v.p. with Peck Adver- 
tising. 

e Procter & Gamble, Cincinnati, has signed a 52-week contract with 
Intermountain Network, Salt Lake City, for a package of spots boosting 
its new White Lava soap over 26 affiliated stations. Reportedly, the 
package will cost about $55,000 on a year basis. White Lava, being 
tested on the West Coast via Leo Burnett Co., Chicago, is the same as 
the 25-year-old gray Lava, except that it is now white. 


e B. T. Babbitt Inc., New York, has appointed Harry B. Cohen Ad- 
vertising, New York, to handle a new product to be launched this year. 
The agency already handles Glim liquid detergent for Babbitt. 


e Mortimer Berkowitz, who was general manager of The American 
Weekly and Puck—The Comic Weekly for more than 24 years and who 
was with Grey Advertising as a v.p. until January, 1953, has been 
elected treasurer and a member of the board of Brief Publishing Co., 
New York publisher of Brief, monthly business news digest. 


e Colgate-Palmolive Co. will introduce Colgate instant Barbasol shave 
in an aerosol can about June 15 with heavy television and print media 
advertising. Lennen & Newell, New York, is the agency. 


B. C. Forbes Dies; 
Started His Career 
as Printer’s Devil 


citizen. 

In 1948-49, Mr. Forbes published 
“Nation’s Heritage,” a bi-monthly 
of the American scene, elaborately 
printed, which sold for a subscrip- 
tion rate of $150 a year. In 1942, 


New York, May 7—B. C. Forbes, 
73, editor and publisher of Forbes, 
semi-monthly financial magazine, 
died last night in his office ap- 
parently of a heart attack. He 
would have been 74 next Friday. 

In addition to publishing his 
magazine, Mr. Forbes had con- 
ducted a syndicated newspaper 
column on business, economics, 
labor and finance for more than 
30 years and had written or edited 
many books on those subjects. 

Born in Scotland, “B.C.,” as he 
was known generally (his full 
name was Bertie Charles Forbes), 
taught himself shorthand as a boy, 
worked as a printer’s devil, and 
at 17 became a reporter on a Dun- 
dee newspaper. Later he became 
an editorial writer and attended 
classes at University College in 
Dundee. 


In 1901, Mr. Forbes and the late 
Edgar Wallace, English crime 
story writer, founded the newspa- 
per Rand Daily Mail in Johannes- 
burg, South Africa. In 1904, Mr. 
Forbes came to New York and 
joined the staff of the Journal of 
Commerce, of which he soon be- 
came financial editor. From 1912 
until 1916, when he founded his 
magazine, he was business and 
financial editor of the old New 
York American, now the Journal- 
American. His syndicated column 


partment of Ford Motor Co. of 
Canada, and E. H. Woodley, ad 
manager of Northern Electric Co. 


was continued in the Hearst news- 
‘papers until 1924. In 1917, Mr. 
Forbes became a United States 


he was one of the founders of the 
Investors League, an organization 
to unite owners of stocks, insur- 
ance policies and property to in- 
fluence national policy on financial 
matters. He served as president 
until 1949 and board chairman un- 
til 1950. 

Two of Mr. Forbes’ four sons are 
officers of B. C. Forbes & Sons 
Publishing Co. Bruce C. is 1st v.p., 
and Malcolm is associate publish- 
er and also a member of the New 
Jersey state senate. Gordon B. is 
associated with Republic Film Co., 
Hollywood, and Wallace F. is a 
lieutenant in the Navy. 


Bingham, Gar Wood Separate; 
Wayne Division to Andrews _ 

Bingham Technical Advertising, | 
Detroit, and Gar Wood Industries 
Inc., Wayne, Mich., have amicably | 
severed their client-agency rela-| 
tionship. Bingham has resigned its | 
entire portion of the Gar Wood ac-| 
count, including the Wayne, Rich-| 
mond, United Metalcraft and Ex-| 
port divisions. William Feather- 


ston, formerly account executive, 


for Gar Wood, has left the agency. | 

Gar Wood has appointed An-| 
drews Agency, Milwaukee, to han-| 
dle advertising for its Wayne di-| 
vision, which has announced a) 
new line of Strong-Arm standard | 
duty hoists and bodies. The agency 
also handles advertising for the 
company’s St. Paul hydraulic hoist | 
division. 


73 


Television Ad Bureau Gets Moving; 
Organizational Meeting Scheduled 


New York, May 7—Hoping to 
get the group going in time for 
next fall’s business push, the or- 
ganizing committee of the Tele- 
vision Advertising Bureau will 
meet May 14 in Chicago to pre- 
pare the way for an industrywide 
meeting later this month. 

Six more stations were added to 
the 33 already listed on the organ- 
izing committee (AA, April 30, et 
seq.). They are WWJ-TV, Detroit; 
WTHI-TV, Terre Haute, Ind.; 
WBT-TV, Charlotte; WNB-TV, 
Kansas City, and the two Westing- 
house video stations. Acting chair- 
man of the group is Richard A. 
Moore, v.p. and general manager 
of KTTV, Los Angeles. 

At the organizational confab, the 
committee will draw up a charter 
and bylaws for submission to a 
general meeting of tv stations dur- 
ing the National Assn. of Radio & 
Television Broadcasters’ conven- 
tion the week of May 23 at Chi- 
cago. Officers for the new bureau 
to which Richard P. Doherty, for- 
mer NARTB v.p., has been named 
consultant, also will be selected at 
that time. 


= The need for a bureau to be de- 
voted exclusively to the promotion 
of television advertising has long 


been discussed by telecasters. As) 


Robert D. Swezey, general mana- 
ger of WDSU-TV, New Orleans, 
and chairman of the NARTB tv 
board, has pointed out, the latter 
group has had such a TAB under 
consideration for several months. 
He explained that the NARTB, 
which includes am and tv broad- 
casters, had been going slow on 
this project “because there are cer- 
tain basic problems of financing 
and organization which the board 
felt far too important to be hastily 
decided.” 

While the NARTB weighed the 
matter, this group of telecasters, 
headed by Mr. Moore, decided that 
now is the time to act in order to 
assure the operation of the TAB in 
time to spark sales in the fall. 

Initial objectives outlined for 
the bureau by the organizing com- 
mittee include: 

1. Intensive sales effort, adver- 
tising and promotion at the adver- 
tiser level. 

2. Cultivation of new sources of 
revenue for television. 

3. Improvement of sales tech- 
niques and practices. 

4. To serve as a central means 
of providing a variety of services 
to agencies and advertisers. 


# In commenting on the plans of 
the organizing committee, Mr. 
Swezey voiced the hope that its 
plans are still flexible enough so 
consideration “can be given to the 
true needs of the industry to the 
end that our efforts and finances 
will not be needlessly dissipated 
to the achievement of partial re- 
sults.” 

However, some sources in the in- 


“]\York and Boston. 


the television-radio department of Tracy- 

Locke Co., Dallas, has been appointed di- 

rector of the television-radio department 
of Campbell-Ewald Co., Detroit. 


dustry were predicting that Chi- 
cago in late May will be the scene 
of a power struggle between the 
old line leaders in tv, as represent- 
ed by the NARTB board, and the 
new pace setters, as represented 
by the organizing committee spear- 
heading the proposed TAB, for 
control of the television bureau. 
Neville Miller, a Washington 
lawyer who is past president of the 
National Assn. of Broadcasters and 
former mayor of Louisville, has 
been appointed special legal coun- 
sel to the bureau. Mr. Miller is a 
specialist in communications law. 


NIAA Executives 
Submit Program to 


Revamp Association 


New York, May 6—With its an- 
nual convention little more than a 
month away, the National Indus- 
trial Advertisers Assn. is winding 
up for a complete revamping of its 
organizational structure. 

With the growth of industrial 
advertising (its volume has dcou- 
bled since 1946 and currently runs 
around $800,000,000 annually), 
NIAA executives are stressing the 
need for a bigger and more com- 
prehensive association to serve the 
field. 

The NIAA executive committee 
will ask the board of directors and 
membership to approve a new pro- 
gram whereby the group would 
(1) have a fulltime, salaried pres- 
ident; (2) change the top elected 
officer (now the president) to 
board chairman, an advisory posi- 
tion; (3) elect a vice-chairman to 
succeed the chairman at the ex- 
piration of his term; (4) expand 
the headquarters executive and 
secretarial staff, and (5) increase 
dues $10 to finance the expansion 
program. 


= The executive committee also 
recommended that the association’s 
name be changed to the Assn. of 
Industrial Marketers. 

Blaine G. Wiley, executive sec- 
retary, would continue in that ca- 
pacity for the coming year, ac- 
cording to the committee’s recom- 
mendations. 

Current NIAA officers will seek 
local chapter support for the plan 
between now and the convention 
in Montreal (June 14-17). One 
phase of the new program likely 
to appeal to local chapters is that 
NIAA headquarters would take 
over the operation of annual con- 
ventions, relieving local chapters 
of extensive committee work and 
the responsibility of coping with 
the details of the annual sessions. 

If the new program is approved 
the present NIAA constitution and 
bylaws will call for extensive re- 
vision. This will be done under 
the direction of George L. Staudt, 
advertising manager of Harnisch- 
feger Corp., Milwaukee, who was 
recently named chairman of the 
constitution and bylaws committee 
(AA, April 19). Mr. Staudt has 
also been nominated as president 
of the association (see Page 2). 


Colgate Testing Florient 


Colgate-Palmolive Co., Jersey 
City, is testing an aerosol air deo- 
dorant called Florient in New 
Ads offer- 
ing a 25¢ introductory coupon 
have run in New York newspa- 
pers. Street & Finney, New York, 


\is the agency handling the prod- 
| uct. 


| PHILLIP L. McHUGH, formerly director ot| WMAS Names Kerr S. M. 


WMAS, Springfield, Mass., has 
appointed Gordon R. Kerr, for- 
merly with WCOP, Boston, sales 
manager. 
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Bernstein Urges Small 


Agencies to Pool Functions and Services 


(Continued from Page 2) ! 
the mind of the client,” he asser-| 
ted. 

As an example of what happens, 
he cited a recent conversation with | 
the head of an agency in the $10,- 
000,000 bracket, and thus con- 
sidered one of the “giants” of the. 
business. This man needs top tal- 
ent in his shop, but can’t afford it, 
because there isn’t enough work to 
keep a man busy, he said. 


= The result is business goes to 
the relative handful of agencies 
whose billing enables them to sup- 
port the required wide range of 
facilities, Mr. Bernstein pointed 
out. He said there is one mitigating 
circumstance which has worked to 
the benefit of the smaller agency. 
It is the fact that most of the 
larger agencies will not take a 
client with an appropriation less 
than $300,000. 

Noting that many clients want 
a large agency, and will get one, 
when their account is large 
enough, he said it isn’t unique to 
the advertising business that 
people prefer big companies. “The 
whole economy tends toward a be- 
lief in bigness,” he said. 

Without holding a brief for any 
size of agency, Mr. Bernstein said 
he feels the survival of the smaller 
agency is an absolute necessity for 
the health of the advertising busi- 
ness. He explained by saying one 
of the basic long-term problems of 
advertising and its effectiveness is 
that all advertising has too much 
sameness, and that concentration 
of advertising in the hands of a 
few giant agencies would tend to 
emphasize that sameness. 


s Admitting that they might be 
irrational and impractical, Mr. 
Bernstein offered several sugges- 
tions as means of improving the 
general health and well-being of 
the smaller agency. He said the 
path has been broken by agency 
networks in their cooperative ef- 
forts, but expressed the belief they 
“have only dipped their collective 
toes into the cooperative pool.” 
Commenting on the innate re-| 
luctance of agencies to give anoth-| 
er agency the time of day, he said 
that this must be overcome so 
functions and services can be) 
pooled. A first step would be the’ 
divestment of all possible non- 
creative functions. In this area, 
agencies will nmeed—and have. 
every right to expect—some help| 


from media. | 


# Along this line, Mr. Bernstein. 
advocated that “two or ten or 50 
agencies” act to have such func- 
tions as bookkeeping and other | 
non-advertising activities per-)| 
formed by service organizations. 
Praising the National Outdoor Ad-| 
vertising Bureau, he asked, “Why | 
shouldn’t there be a similar place-| 
ment, billing and checking service | 
in the newspaper field, for exam-| 
ple?” 

On the creative side, he ad-| 
vocated a group of agencies co- 
operating to employ top-flight art 
directors, research men, merchan- 
dising authorities, or tv and radio 
directors and producers that none 
of them could afford individually. 
The arrangement envisioned is one 
in which the agencies pay an an- 
nual retainer, plus time or other 
charges after a set minimum of 
service. This would not be a free-| 
lance agreement. A man so em- 
ployed by a group could not accept 
other employment unless the) 
agencies agreed. 

Mr. Bernstein said he had no. 
easy answer but, “I feel strongly 
that it is in the best interests of | 
all advertising that the smaller and 
medium-size agencies continue to. 
prosper, and I feel strongly that 
it will take some kind of reason-. 
ably heroic effort to stem the tide, 


and Medium-Size Ad everything that goes to shape the! 


impressions and opinions people 


have about a company, and there- 
‘fore has a real bearing on adver- 
toward advertising concentration.” tising. 


| “If performance fails to measure 


s Public relations is not some- up, then no amount of advertising 


thing that is a part of business, it or any other external effort will 
runs through the whole business sel] tickets or any other product, 
structure, George M. Crowson, as-' or the organization as a company 
sistant to the president, Illinois that people like to do business 
Central Railroad, and v.p. of the) with,” he said. 

Public Relations Society of Amer- | 


programs include _ advertising. 
Cited as examples were the pub- 
lic relations programs of the Assn. 
of American Railroads, the petro- 
leum industry, Standard Oil of 
California, the Shell Oil Co., and 
the Southern Pacific Co., which 
are based on advertising. 

He urged that there be more 
public relations in product adver- 
tising. “If a producer is as good as 
|his product, say so in advertising. 
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well-rounded public relations | say so in advertising. Let’s build 


sales and good will at the same 
time with the same tools. The 
friends we make will increase 
our sales, and the sales we make 
will increase our friends.” 


s A shirt sleeves panel on direct 
response advertising developed in- 
teresting facts about differences 
between media. Taking a depart- 
ment store client as a case history 
covering a six and a half year 


ica, told the conference. It covers)" Mr. Crowson said that most! Ifa product has social significance, | period, Cliff Levine, Stodel Ad- 


The Completely NEW 


1955 Market Data 
& Directory Number 


Redesigned to provide industrial advertisers and agencies 


with significant information covering 7 fundamental 
market-and-media questions, the 1955 MD&DN will 


contain essential data on 62 major classifications and 42 


sub-classifications of industries and trades. Material 


presented in each section will follow a standard pattern; 


will be easy to find and easy to understand. 


e peers 


How the New 1955 MD&DN Will Inform Advertisers and Agencies on the 


is, 


7 Basic Industrial Market-and-Media Questions! 


1. Information on: “What current trends and 
developments in the industry are note- 
worthy?” 


1. current trends 


This segment, which leads off each section, will in gen- 
eral answer the question, ‘““What’s going on in this 
field?” It will provide the latest available facts on 
basic trends and developments obtainable from com- 
petent sources. 


2. Information on: “What are the basic statis- 
_tics—plants, location, sales, employment, 
etc.?” 


2. Basic statistics 


Under this head will be presented the essential sta- 
tistical material available on the particular market 
under discussion. Such facts will be given as number 
of units, location, sales volume, number of employes, 
etc. 


3. Information on: “What does the industry 
buy—what products and services, and how 
much?,” 


3. what the industry buys 


This heading will cover the highly important subject 
of what kind of products and services add up to worth 
while sales volume in a given field. Information as far 
as it is available will be given on this subject, in some 
cases with statistical summaries of quantities bought, 
etc. In effect, this is the counterpart of the BASIC 
STATISTICS segment: That one deals with what an 
industry makes and sells, this one with what can be 
sold to the industry. 


4. Information on: “How does the industry 
buy—buying standards, and factors who 


specify?” . 


4. How the industry buys 


Under this heading, analysis and discussion, rather 
than statistics, will provide information on the buying 
and specifying factors, the special qualifications sought 
in materials and services bought by the industry, etc. 
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vertising Co., Hollywood, pre-. 


advertising: 


direct response advertising, be- and detracting detail is omitted. 
Making it “easy to buy” is an 
cials. For a good direct response, essential factor. In addition to 
a two or two and a half minute | giving the phone number, offers 
commercial is absolutely neces-|of free trials or low or no down 


cause they permit longer commer- | 


Camera work is important, and’ 
sented the following picture of tv should not be left to chance. 
During rehearsal, care should be 

Today, whole programs or par-/ taken in selection of shots so every 
ticipations are most effective for! product detail shows to advantage 


gan, and can forget it in a few, 
minutes, the sale must be made by | 
tising, close and continuing checks 
‘should be kept on the _ ef- 


urging action, and making that 
action as easy as possible, he added. 
He noted that returns are very 


small on trial offers. 


® No particular class of people is 


‘advertising on radio, according to 


sary. This enables showing the} payments bring best results, Mr.|Charles Ganz, Smith & Ganz Inc., 
product, giving a complete demon- | Levine said. Also, since the pros- Hollywood. After care has been 
stration, asking for the order, and| pect wasn’t thinking about your used in selecting an item, and it 
impressing the telephone number. | product when your commercial be- has been tested, immediate satura- ‘cords, use them as a guide, along 


tion advertising is the procedure’ 


to follow. For this type of adver- 


fectiveness of various stations. 
Bruce Lindeke, Edward S. Kel- 


logg Co., Los Angeles, presented 
considerable data about mail order 
most susceptible to direct response 


selling results. However, he con- 
fessed there is just no explaining 


‘frequent contradictory results in 


apparently similar situations. The 
best thing to do is keep good re- 


The purpose of this section, of course, is to provide the 
person who wants to sell something to this industry 
with a “short course” on how the industry buys, who 
is important, etc. Much of the controversial element 
may appear in this section—e. g., is the purchasing 
agent or operating man more important; should builder 
or architect be wooed harder? Etc., etc. 


5. Information on: “What sources are avail- 
able for further detailed market informa- 
tion on specific products?” 


5. Sources of data 


The facts, figures and charts in each market section 

- are assembled from numerous sources. In order to 
make it easy for advertisers and agencies to obtain 
supplementary data, if desired, credit lines on refer- 
ence sources will be consolidated under this heading 
in each market section. 


5-Cl Additional sources of information 


In order to place every possible aid for studying a mar- 
ket within easy reach of advertisers and agencies, two 
additional services are provided under this head: 


A. Available market data 


All known current market data and research 
related to each market, and available from 
publications in the field, are listed with sum- 
maries of contents. These items are numbered 
and may be easily ordered through the use of 
postcards which are bound into the book as 
a special insert. 


B. Trade associations & 

promotional groups 
This exclusive feature helps advertisers and 
agencies who desire to extend their explora- 
tions of a market. Each section contains a 
complete list of names and addresses of trade 


associations and promotional groups in the 
field from which additional information might 


be secured. 


6. Information on: “What publications serve 
the market—basic facts about them?” 


&. Media covering the market 


Each market section in MD&DN includes basic data, 
or cross-references, on all publications directly serv- 
ing all, or a part, of the market concerned. All publi- 
cations of possible value are easy to locate. There is 
no need to research prolific breakdowns of business 
paper classifications to discover usable media, and the 
hazards of omission are eliminated. 


Arranged so that all publications related to a market 
can be readily located, MD&DN lists over 2,400 busi- 
ness papers in the U.S. and Canada, together with 
condensed information on rates, discounts, circula- 
tions, mechanical data, etc., etc. Thus, the job of 
preparing preliminary schedules is vastly simplified. 


7. Information on: “Which publications are 
best qualified for schedule consideration?” 


advises advertisers 


Information to help advertisers and agencies gauge 
the advertising values of pertinent media—specific 
information on market served, circulation, coverage of 
market, buying power, editorial services and influ- 
ence, comparative values, special services to adver- 
tisers, etc.—-is provided in “tell-all” sales messages of 
publications, which for convenience of reference, are 
placed alongside data on market served. Over 200 
publications make this kind of additional information 
available to advertisers and agencies. 


7. “Tell-All” media information 


The Market Data & Directory Number is the only reference which provides 
market-and-media data service covering all major classifications of industries 
and trades. Subscription to Industrial Marketing ($3.00 per year) includes 
MD&DN. The 1955 Edition will be issued June 25, 1954. New subscribers on 
record up to May 25 will be assured copies of the 1955 Edition. Address sub- 
scriptions to Industrial Marketing (MD&DN), 200 E. Illinois St., Chicago (11) 


with common sense. 

Contrary to general belief, he 
said, selling mail order does not 
kill a product for sale in retail 
stores. Actually, whenever an item 
is successfuly sold by mail, re- 
tailers themselves start asking to 
handle it. 


= Leading off a panel discussion 
concerned with getting the most 
from art directors, Herbert Hill, 
Hill & Christopher, Los Angeles, 
suggested using the word “design” 
instead of “art” when talking to 
industrial accounts. Executives of 
such companies usually have en- 
gineering and production back- 
grounds and understand this kind 
of talk, he said. 

Taking a point of view repeated 


by others in the panel, he urged 
,that art directors be included in 
‘planning discussions, and kept 
free of details. 

Jack Carson, Carson-Roberts 
‘Inc., Los Angeles, urged that art 
directors work closely with copy 
|and account men so their work be- 
gins with the product idea, and 
‘not when the layout and illustra- 
\tion is started. He said greatest 
value is obtained when multiple 
use of art is planned. Frequently 
one piece of art can be used for an 
ad, mail enclosures, point of sale 
pieces, and island display pieces, 
/when this approach is used. 
| 
Calkins & Holden Names 
van Urk Plans Board Head 


J. B. van Urk, formerly v.p. and 
business coordinator for Dowd, 
Redfield & Johnstone, has joined 
‘Calkins & Holden, Carlock, Mc- 
Clinton & Smith, New York, as 
Vp. and chairman of the plans 
‘board. 

Mr. van Urk reportedly will 
take over duties which had been 
assigned to Z. C. Barnes, a C&H 
partner who will leave the agency 
July 1. 


Joins Sterling Engraving 

William L. Thomas, former di- 
rector of production of Ward 
Wheelock Co., Philadelphia, has 
joined the sales staff of Sterling 
Engraving Co. and will be in 
|charge of a new Philadelphia of- 
fice at 1015 Chestnut St. 


Ketterlinus Names Becker 

| Kenneth P. Becker, v.p. of Ket- 
‘terlinus Litho. Mfg. Co., has been 
‘named to head all western opera- 
tions for the company. He will 
| headquarter in Chicago. 


« NATION'S LARGEST TRADE TERRITORY 


THERE’S A BIG 
HOLE IN YOUR 
NATIONAL COVERAGE 
—if you aren't using 


The Times and Herald- 
Post in El Paso. 


The Zl Paso Times 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


TWO Separate Newspapers 
30¢ Line BUYS BOTH! 
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r hiladelphia, with its many cultural 
wellsprings—like the Orchestra, the 
Franklin Institute, its 32 colleges —is 
today, in addition, the source of more 
and more and more of the nation’s 
material wealth. 


Industrial activity is at a record peak. 
Steel, electronics, oil, chemicals and food 
are streaming from hundreds of new 
plants. Office buildings, homes, schools 
keep pace. As of today, more than six 
billion dollars of new construction has 
been completed here since the end of 
World War II. There’s an air of excite- 


ment throughout the vast 14-county .~ 


Greater Philadelphia Market. 


Beneath the hustle-bustle, the tradi- 
tional solidarity of the Market remains. 
Philadelphians build their daily lives 
around their families, homes, jobs. Here 
is an ideal target for the ambitious 
advertiser, whatever his product. 


The Evening and Sunday Bulletin 
serves this growing Market. reflecting 
the character, needs and interests of 
the busy, prosperous people of the 
entire region. 


The Bulletin is Philadelphia’s favorite 
newspaper—Philadelphians buy it, read 
it, trust it and respond to its advertising. 


The Bulletin is Philadelphia. 


In Philadelphia 
nearly everybody 
reads The Bulletin 


ADVERTISING OFFICES: Philadelphia, Filbert and Juniper Sts. ; 
New York, 285 Madison Ave.; Chicago, 520 North Michigan Ave. 


REPRESENTATIVES: Sawyer Ferguson Walker Company in 
Detroit + Atlanta * Los Angeles * San Francisco 
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